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CHICAGKD-The  theme  at  this 
year’s  PRINT  13  was  “Inte¬ 
grate,  Innovate,  Communi¬ 
cate.”  It  could  have  also  been 
called  “A  Hot  Time  in  the  City.” 

That’s  because  this  show,  which  brings 
together  the  hottest  new  technologies 
in  the  printing  industiy  under  one  very 
large  roof  called  McCormick  Place  in  the 
heart  of  Chicago,  sparked  record  crowds 
and  interest  like  never  before.  In  fact, 
this  year’s  PRINT  13  show  opened  on 
a  very  warm  September  8th,  the  same 
day  the  Chicago  Bears  opened  the  NFL 
season  with  a  game  against  the  Cincin¬ 
nati  Bengals,  just  down  the  railroad 
tracks  at  Soldier  Field.  (The  Bears  won 
and  that  evening  the  streets  filled  with 
football  fans  and  PRINT  13  attendees, 
all  celebrating  a  good  show). 

Indeed,  Chicago  was  lit  up  with 
excitement. 

And,  at  PRINT  13,  it  wasn’t  limited  to 
the  big  commercial  printing  companies, 
but  also  production  companies  and  sup¬ 
pliers  to  the  newspaper  industry.  From 
digital  presses  to  offset  presses,  from 
hybrid  production  to  UV  and  heatset 
technology,  a  myriad  of  technologies 
were  on  display  for  the  newspaper  set. 

A  few  of  the  highlights  for  me  while  at¬ 
tending  the  show  was  Pressline  Services’ 
3Volution  plate  cylinder,  capable  of 
printing  three  sheets  in  a  single  revo¬ 
lution.  It  creates  a  compact  sectional 
newspaper  format  with  cutoffs  between 
15.7'>  and  14.5  inches.  That’s  convenient 
for  Columbus  Dispatch  readers,  who  (an 
easily  place  their  copies  into  their  brief¬ 
cases  or  knapsacks  without  even  having 
to  fold  them. 

Another  company  that  caught  my  at¬ 
tention  was  RBP  Chemical  Technology, 
which  debuted  at  the  show  its  line  of  In- 
tellicon  ultra-(X)ncentrated  fountain  solu¬ 
tions.  One,  affectionately  known  as  Liquid 


Gold,  is  designed  to  reduce  consiunption 
by  an  estimated  50-80  percent  for  coldest, 
heatset  and  UV  sheetfed  printers. 

I  also  got  a  charge  out  of  Prolmage’s 
MediaWay  integrated  CMS  and  Tabel- 
laNews,  its  cloud-based  app  for  the  cre¬ 
ation  of  digital  publications  for  tablets 
and  other  mobile  devices. 

Meanwhile,  Hal  Hinderliter,  president 
of  Hinderliter  Consulting  Services,  had 
his  own  take  on  what  were  “must  sees” 
at  the  show.  Among  the  technologies 
he  touted  during  a  session  featuring 
newspaper  executives,  was  the  Gk)ss 
International  Magnum  Compact  Press 
Autoplate  System,  the  first  automatic 
plate  changing  unit  for  a  single-width 
offset  newspaper  press,  allowing  the 
changing  of  all  plates  automatically  in 
less  than  four  minutes. 

He  also  suggested  audience  members 
look  at  the  Bourg  BB8202  In-Line  Per¬ 
fect  Binder  and  Muller  Martini  Presto  II 
Digital  Saddler  for  postpress,  as  well  as 
Enfocus’  Connect  ALL  for  prepress  and 
premedia  and  the  Ricoh  Clickable  Paper, 
a  cross-media  technology  that  recognizes 
hotspots  on  any  printer  surface. 

As  if  there  wasn’t  enough  going  on  to 
keep  everyone’s  interest  during  the  five 
days  of  PRINT  13,  a  small  but  scary 
incident  occurred  on  the  show  floor 
Wednesday  afternoon.  While  E^P 
Sales  Manager  Ana  Manzo  and  I  chat¬ 
ted  with  the  folks  at  Konica  Minolta  in 
their  booth  space  at  the  far  northeast 
end  of  the  hall,  a  large  bang  was  heard 
and  then  sparks  began  cascading  from 
a  transformer  directly  above  us.  Those 
sparks  turned  into  a  very  small  fire 
that  emitted  toward  the  roof  from  the 
transformer  box.  Soon,  firefighters  were 
on  the  scene  to  put  out  the  fire  and  no 
one  was  hurt. 

It  was  a  hot  time  at  PRINT  13,  all 
right.  —EZ 


MANAGING  EDITOR  Ed  Zintel 
ediSeditorandpubljsher.com 

GRAPHIC  DESIGN  Moriah  Bedient 

ASSOCIATE  EDITOR  Nu  Yang 
nu.yang(S>editorandpublisher.com 

CONTRIBUTING  EDITORS 
Alan  Mutter,  Rob  Tornoe 
Toni  McQuilken,  Ailan  Woiper 

SALES  MANAGERS  Ana  Manzo,  ext.  204 
ana(a>editorandpublisher.com 

Bobbi  Proctor,  ext.  231 
bobbi(Seditorandpublisher.com 

CLASSIFIED  ADVERTISING  SALES  Jon  Sorenson 
(800)  887-1615  FAX  (866)  605-2323 
classifieds(a)editorandpublisher.com 

SUBSCRIPTION  SERVICES 
(888)  732-7323 

CIRCUUTION  MANAGER  Amelia  Salazar 
amelia(Sedltorandpublisher.com 

CIRCUUTION  ASSISTANT  Rick  Avila 

PRODUCTION  Mike  Miller 

TECHNOLOGY  DIRECTOR  Robert  Hatten 

DIGITAL  ASSISTANT 
Bryan  Sheehy 

DIRECTOR  OF  ADVERTISING/OPERATIONS 
Janette  Hood,  ext.  201 
Janette(@editorandpublisher.com 

ACCOUNTING  Sandra  Mendoza,  ext.  213 
sandra(Seditorandpublisher.com 

dMC| 

Aman  mcMoatt  company  me 

DUNCAN  MCINTOSH  CO.  FOUNDED  BY: 
PUBLISHER 
Duncan  McIntosh  Jr. 
CO-PUBLISHER 

Teresa  Ybarra  McIntosh  (1942-2011) 


EDITORIAL  &  ADVERTISING  MAILING  ADDRESS 
17782  Covran,  Ste.  C,  Irvine,  CA  92614  ! 

www.editorandpubljsher.com  i 

Editor  A  PubUshvr  is  printed  In  the  U.S.A.  I 

AMarcetor 

mW  AtxiltedMedia 

America’s  Oldest  Journal 
Covering  the  Newspaper  Industry  i 

- - 

With  which  have  been  merged:  The  JoumalisL 
established  March  22, 1884;  Newspaperdom,  March 
1892;  The  Fourth  Estate,  March  1, 1894;  Editor  & 
Publisher,  June  29, 1901:  Advertising,  June  22, 1925. 


4  I  E  &  P  I  OCTOBER  2013 


editorandpublishercom 


;  ALLIANCE  FOR 

’  Cifp.\S-meoUQ^^  ^ 

Alliance  for 

^  ^  Audited  Media 


The  New  Audit  Bureau  of  Circulatioris 


DISCOVER  HOW  THE  HONOLULU  STAR-ADVERTISER  IS  USING  AAM’S 
CONSOLIDATED  MEDIA  REPORT  TO  TELL  A  MORE  COMPLETE  STORY 


Are  advertisers  getting  an  accurate  picture  of  your  total  audience?  For  the  most  trusted  analysis 
across  all  of  your  brand  platforms,  choose  AAM’s  Consolidated  Media  Report.  It  is  the  industry’s 
leading  resource  for  publishers  looking  to  deliver  an  in-depth  overview  of  their  audience  with 
audited  and  verified  metrics  that  matter.  You’ve  done  the  work  to  build  your  brand  reach. 

Now  use  a  CMR  to  tell  your  story. 


^tarWadotrtisET 


Read  the  Honolulu  Star-Advertiser’s  CMR  case  study  at  auditedrriediacorri/honolulu-star-advertiser 
The  new  AAM.  Trust  and  confidence  for  the  new  world  of  media. 
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without  paying  with  a  wireless  transpon¬ 
der— or  having  a  photo  of  your  license 
plate  snapped  by  the  police.”  I  must  point 
out  that  the  police  have  absolutely  nothing 
to  do  with  the  all  electronic  tolling  at  the 
Golden  Gate  Bridge.  The  tolling  program 
is  set  up  to  capture  images  of  license  plates 
that  are  only  used  by  the  electronic  tolling 
technology  to  process  tolls.  Police  may 
only  obtain  information  from  the  system 
if  there  is  a  need  for  a  search  warrant  for  a 
particular  police  matter. 

MARY  CURRIE 

GOLDEN  GATE  BRIDGE  PUBLIC  AFFAIRS 

Submitted  on  editorandpublisher.com 


Illustration  by  Jared  Boggess 

Here’s  love  for  journalists 

As  a  member  of  the  Overseas  Press  of 
Puerto  Rico,  I  found  Mr.  Mathewson’s 
article  excellent  (Shoptalk,  August  2013). 
We  have  been  in  existence  for  over  44 
years,  and  are  trying  to  instill  in  our  com¬ 
munity  the  importance  of  journalism. 

GAIL  ARENAS 

Submitted  on  editorandpublisher.com 


Fountain  of  youth 

Congratulations,  Michael  (“Age  is  Only  a 
Number,”  August  2013)!  I  was  21  when 
I  began  working  at  the  Rainy  River 
Record  (Ontario,  Canada).  At  the  time,  I 
intended  to  purchase  the  paper  from  the 
family  that  still  owns  it  today,  but  that 
did  not  work  out.  However,  I  stuck  with 
it  and  have  enjoyed  my  ride  so  far.  Good 
luck  and  if  you  need  any  tips,  shoot  me  a 
line  at  editorial@rainyriverrecord.com. 
KEN  JOHNSTON 

Submitted  on  editorandpublisher.com 


I  have  the  answer 

I  know  radio  stations  have  their  problems, 
too,  but  I  think  newspapers  should  buy 
local  radio  stations  if  there  are  no  legal 
restrictions  against  doing  so  (“Critical 
Thinking:  Does  the  Cost  Savings  of  Laying 
Off  a  Photo  Department  Justify  the  Po¬ 
tential  Decrease  in  Work  Quality?”  August 
2013).  A  local  radio  station  is  going  to 
have  much  more  audience  than  a  newspa¬ 
per  website  will  ever  have,  and  you  can  sell 
commercials  a  lot  easier  than  web  ads.  You 
could  read  all  the  news  in  the  newspaper 
over  the  radio  so  that  people  could  get  it 
for  free,  rather  than  buying  the  newspaper, 
and  isn’t  that  what  we  all  want?  To  move 
toward  a  model  where  we  give  away  for 
free  what  we  used  to  charge  for? 

REX 

Submitted  on  editorandpublisher.com 


Bad  data  equals  bad  pages 

In  your  print  edition  of  August  2013,  on 
the  Data  Page  20,  there’s  a  graphic  that  I 
feel  epitomizes  what  can  very  wrong  with 
informational  graphics  in  the  hands  of 
those  who  fail  to  understand  the  purpose 
of  the  genre.  That  is,  to  inform.  I  challenge 
anyone  to  tell  me  what  this  graphic  actually 
means.  Let’s  just  start  with  the  headline, 
“Mobile  Media  Devices  Used  by  Mobile 
Media  Owners.”  Who  else?  People  who  use 
stolen  devices?  Does  the  Christmas  orna¬ 
ment  shape  of  the  info  bubbles  have  any 
meaning?  Do  any  of  these  numbers  add  up 
to  100  percent?  Do  the  connecting  red  lines 
indicate  a  path  that  ends  in  10  percent? 

Is  this  configuration  some  version  of  data 
tree  or  rhizome  chart?  These  are  random 
numbers  that  neither  tell  a  story  nor  show 
a  valid  data  relationship.  For  a  journalism- 
based  publication,  you  could  and  should  do 
much  better  visual  reporting  than  this. 
BETH  RENNEISEN 
VISUAL  JOURNALISM  INSTRUCTOR, 

SAN  FRANCISCO  STATE  UNIVERSITY 


I  wonder . 

I  wonder  if  he  has  a  digital  strat¬ 
egy  (“Age  is  Only  a  Number,”  August 
2013)?How  is  he  going  to  make  it  in 
this  world  if  he  doesn’t  take  his  content, 
which  people  now  pay  to  read,  and  figure 
out  a  means  of  giving  it  away  for  free? 

I  mean,  the  guy  should  get  with  the 
system.  All  the  smart  people  know  the 
give-away-for-free  business  model  is  the 
wave  of  the  future! 

REX 

Submitted  on  editorandjmblisher.com 


Correction;  There  was  an  error  in  the 
article  titled  “Stamp  of  Approval”  (August 
2013).  Jeffrey  Ulrich  was  quoted  as 
saying,  “In  2005,  digital  spending  was 
at  $7.3  billion...”  The  year  was  actually 
2003.  In  2005,  digital  spending  was  at 
$12.5  billion. 


No  love  for  Journalists  now 

Appreciation  for  journalists,  yes;  public 
relations  hacks,  no  (Shoptalk,  August 
2013).  I’ve  been  in  this  business  for  most 
of  my  adult  life  and  I  want  to  say  I  am 
ashamed  with  the  stuff  being  passed  off 
as  news  today.  The  lack  of  integrity  is  ap¬ 
palling,  and  I  seriously  believe  the  writers 
we  have  out  there  today  have  so  hurt  the 
newspaper  industry  that  it  will  probably 
never  recover. 

WAYNE  DOMINOWSKI 
Submitted  on  editorandjmblisher.com 


Police  don’t  record  license 
plates  at  bridge 

In  Alan  D.  Mutter’s  article  (Newsosaur, 
August  2013),  he  states,  “Because  the 
Golden  Gate  Bridge  has  stopped  collecting 
cash  tolls,  you  can’t  get  into  San  Francisco 


ed@editorandpublisher.com 


O  “Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA  92614. 

Please  include  your  name,  title,  dty  and  state,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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Need  a  New  One? 


AUTOMOTIVE 
s  VERTICAL  PLATFORM 


AutoConX  is  your  answer!  We  have  a  robust,  yet  affordable,  turn-key  solution 
that  will  put  you  in  the  driver’s  seat  with  your  local  automotive  dealers  -  just  as 
we  have  already  done  for  hundreds  of  papers  throughout  the  U.S. 

Our  entire  system  is  designed  by  print  publishers,  for  print  publishers. 


Go  ahead,  kick  our  tires. 
You’ll  be  glad  you  did. 

autoconx.com  800-944-3276 
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Watch  Smarter  B 

Turn  on  the  news  with  Watchup 

By  Nu  Yang 


Movies  have  Net- 
flix.  Television 
has  Hulu.  Now,  the 
news  has  Watchup. 

Launched  in  June  2012,  Watch¬ 
up  recently  introduced  Watchup 
2.0  in  the  iPad  app  store.  The 
free  app  invites  readers  to  “turn 
on”  the  news  by  combining  video 
journalism  to  emerging  screens. 

As  a  2010-11  Knight  Fellow  at 
Stanford  University,  Watchup 
chief  executive  officer  and  co¬ 
founder  Adriano  Farano  fell  in 
love  with  tablets  and  researched 
new  ways  to  augment  the  news 
experience  on  mobile  devices. 

With  12  years  of  experience  operating  digital  magazines 
in  Europe,  Farano  said  Watchup  was  a  way  to  “marry  the 
two  ideas”  of  digital  and  news. 

The  new  version  of  Watchup  offers  many  features.  When 
users  turn  on  Watchup,  their  newscast  starts  playing 
continuously.  “Readers  want  that  immediate  experience,” 
Farano  said.  “It  delivers  the  value  immediately.” 

Another  unique  feature  is  what  Farano  calls  the  “lasagna 
design.”  He  said  the  approach  allows  users  to  experience 
the  news  with  several  layers  of  content  and  functionalities, 
such  as  dragging  panels  down  to  browse  videos  or  to  sub¬ 
scribe  to  more  channels. 

For  multitasking  users,  they  can  drag  panels  to  watch 
videos  and  read  related  articles  at  the  same  time  without 
disrupting  the  video  exp>erience.  “It’s  two  screens  for  the 
price  of  one,”  Farano  said. 

Currently,  Watchup  offers  200  channels  from  U.S. 
and  international  news  outlets.  Farano  said  they  re¬ 
cently  launched  in  France  and  Italy  and  plan  to  expand 
in  Hong  Kong  and  Taiwan.  Premium  partners  include 
the  Wall  Street  Journal,  the  Associated  Press,  the  I  Files, 


PBS  Newshour  and  Univision. 

In  2012,  Watchup  won  a  Knight  News  Challenge  grant 
from  the  John  S.  and  James  L.  Knight  Foundation.  Far¬ 
ano  said  the  award  validated  the  fact  that  “digital  media 
is  booming”  especially  on  the  tablet.  Right  now,  Watchup 
is  only  available  on  the  iPad,  but  Farano  revealed  they 
are  “actively  working”  on  making  it  available  as  a  Google 
Glass  application  and  he  is  looking  for  media  partners  in 
this  venture. 

Moving  forward,  Farano  said  his  goal  is  to  build  the  best 
platform  for  newswatching.  He  advised  news  organizations 
to  focus  on  how  to  deliver  their  content  while  adapting  to 
the  digital  landscape. 

“Watchup  delivers  the  highest  level  of  engagement,”  he 
said.  “Our  platform  is  extremely  promising  and  it’s  rec¬ 
ognized  by  Apple  and  the  Knight  Foundation.  It’s  a  lot  of 
innovation  without  spending  a  lot  of  money.” 

Farano  said  although  they  are  not  focused  on  revenue  yet, 
he  is  experimenting  with  streaming  video  ads.  “The  moneti¬ 
zation  side  will  come  down  the  road.” 

For  more  information,  visit  watchup.com. 
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Not  Forgotten 


When  the  Gannett 
Wisconsin  Media 
Investigative  Team 

was  created  in  2012, 
team  editor  John  Ferak's  vision  was 
to  build  a  platformjor  the  10  Gannett 
markets  in  the  state  that  would  not 
only  raise  awareness,  but  also  raise 
the  bar  for  investigative  reporting. 

He  put  together  a  team  comprised  of 
two  full-time  reporters  and  recruited 
reporters  from  Gannett-owned  state 
papers  to  contribute.  Ferak  is  based 
at  the  Appleton  Post-Crescent. 

It  was  in  Appleton  that  Ferak 
came  up  with  the  idea  of  a  series 
focused  on  cold  cases  in  Wisconsin. 
Titled  "Cold  Cases:  Tracking  Wis¬ 
consin’s  Unsolved  Murders,"  the  se¬ 
ries  launched  July  14  and  wrapped 
up  on  Sept.  8.  It  can  be  found  at 
postcrescent.com/coldcases. 

In  March,  Ferak  started  to  brain¬ 
storm  and  form  an  outline  for  the 
series.  He  said  he  made  it  a  point  to 


visit  all  the  Gannett  sites  to  meet  with 
the  paper's  editor  and  reporter.  From 
there,  he  was  able  to  sell  the  project 
early  on,  which  was  critical  to  the  se¬ 
ries’  success.  "Even  though  there  are 
10  different  papers,  we  were  all  doing 
the  same  thing,"  he  said. 

The  Wisconsin  Center  for  Inves¬ 
tigative  Journalism  in  Madison  also 
partnered  with  the  team,  contribut¬ 
ing  two  stories. 

Originally  conceived  as  a  six- 
week  project,  Ferak  scaled  it  back 
to  four  consecutive  weeks.  Each 
week,  an  unsolved  murder  was 
spotlighted.  Ferak  said  he  left  it  up 
to  each  individual  paper  to  select 
the  case.  Stories  were  published 
in  print  on  Sunday,  Monday,  and 
Tuesday,  totaling  12  stories  overall. 
In  addition,  the  series  incorporated 
video  interviews,  live  online  chats, 
photo  galleries  and  an  unsolved 
murders  database  with  cases  dat¬ 
ing  as  far  back  as  1926. 


^Hm  grive  of  Jane  Do*  at  Cattaraugus 
Cemetery  near  Wwpun,  Wls.  On  Nov.  23, 
2008,  the  Fond  du  Lac  County  Sheriffs  De¬ 
partment  recovered  the  remains  of  a  femal* 
victim  between  the  approximate  ages  of 
15  and  21  in  rural  Fond  du  Lac  County  and 
are  investigating  it  as  a  homicide.  Sharon 
Cekada/Aosf-Crescenf  Mediis 


The  database  was  a  crucial  com¬ 
ponent  of  the  project.  "We  knew 
it  was  either  to  make  or  break  the 
project,"  Ferak  said.  "We  needed 
an  ingredient  that  would  push  the 
envelope  and  take  investigative 
reporting  to  the  next  level.” 

According  to  Ferak,  Wisconsin,  like 
many  other  states,  does  not  have  a 
centralized  database  for  unsolved 
murders.  The  I-Team’s  database 
currently  profiles  almost  400  cases, 
and  Ferak  said  there  are  plans  to 
maintain  and  update  the  database. 

During  the  series,  Ferak  said  they 
achieved  good  cooperation  from  law 
enforcement  and  families.  "Between 
80  to  90  percent  of  families  wanted 
to  talk,"  he  said.  "They  don’t  want 
people  to  forget  the  case  and  they 
want  to  keep  the  pressure  on  cops." 

So  far,  the  series  has  sparked 
several  tips,  but  Ferak  said,  "Only 
time  will  tell  if  this  series  will  make 
a  major  impact.  Our  goal  is  to  see 
a  handful  of  these  cases  over  the 
next  few  years  result  in  arrests  or 
to  get  solved."  -NY 


^Detective  Gerry  Kane  is  photographed  with  one  of  the  cardboard  filing  boxes  containing 
Jane  Doe  evidence  in  his  office  at  the  Fond  du  Lac  County  Sheriffs  Department  Today 
only  Kane  remains  on  the  case  and  he  continues  to  chase  leads  since  her  body  was  first 
discovered  on  Nov.  23, 2008  in  Ashford,  Wise  Sharon  Cekada/Post-Oescenf  Medfe 
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Welcome  to 
Pittsbiogh! 


Scroll  through  the  Pitts- 

burgh-Post  Gazette's  \ 
Pittsbiogh  and  youll  find 
a  list  of  local  public  trans¬ 
portation  pet  peeves,  reasons  why  it’s 
awesome  to  live  in  Pittsburgh,  and 
an  article  about  the  Perseid  Meteor 
Shower.  These  are  just  some  of  the  ! 
diverse  topics  digital  news  editor  Kim 
Lyons  and  her  team  of  “bloghers”  have 
been  posting  since  the  site  launched  in 
July  at  blogs.post-gazette.com/news/ 
pittsbiogh. 


Lyons  said  she  and  assistant  man¬ 
aging  editor  for  social  media  and 
engagement  strategy  Mila  Sanina 
created  the  site  to  not  “jump  into 
conversations,  but  to  start  conver¬ 
sations.”  Other  bloghers  include 
reporter  and  online  editor  Sara 
Bauknecht;  social  media  content 
editor  Heather  Schmelzlen;  and 
online  editor  Pete  Zapadka. 

Lyons  said  topics  will  range  from 
fim  pieces  to  news  stories,  but  they 
will  all  be  about  Pittsburgh.  The 


blog  is  updated  daily  with  a  mixture 
of  original  content  and  aggregated 
tweets  and  other  sources. 

Lyons  said  Pittsbiogh  is  a  way  to 
showcase  the  city’s  evolving  identity. 
“People  think  Pittsburgh  is  just  an 
industrial  city,  but  it’s  not  that  any¬ 
more,”  she  said.  “I  hope  that  Pitts¬ 
biogh  becomes  a  site  where  people  can 
weigh  in  on  a  community  level.” 

As  for  the  “h,”  that’s  not  a  typo; 
Lyons  said  it’s  a  way  to  pay  homage  to 
the  city’s  name.  —NY 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modern  Era 


"1  "■  "i”"!  ^  (noun):  the  years 

2000  through  2009 

“Here  in  the  United  States,  we  spent  New  Year’s  weekend  bidding 
good  riddance  to  the  awful,  awful  aughties—a  miserable  decade 
of  bubbles  and  busts,  rising  heaith  care  bilis  and  soaring  deficits, 
domestic  terror  attacks  and  overseas  quagmires.” 

-Ross  Douthat,  New  York  Times,  Jan.  4, 2010 
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A  Working  Redesign 

Pioneer  News  Group  Co.  aims  to  provide 
content  that  connects  with  readers 


[the  A  section] 


When  a  newspaper  announces  a  rede¬ 
sign,  it  usually  has  to  do  with  its  layout, 
its  fonts  or  its  masthead.  The  Pioneer 
News  Group  Co.  is  planning  a  different 
kind  of  transformation:  a  content  redesign.  The  Seattle- 
based  family  media  business  owns  23  newspapers  primar¬ 
ily  in  the  Northwest. 

President  and  chief  executive  officer  Mike  Gugliotto 
said  the  project’s  goal  is  to  create  content  that  will  connect 
with  their  readership.  “As  a  company,  we  should  be  more 
responsible  at  filling  the  needs  of  our  readers,”  he  said. 

The  content  redesign  will  take  place  at  nine  Pioneer 
newspapers,  including  the  Bozeman  (Mont.)  Daily  Chron¬ 
icle,  Idaho  Press-Tribune  (Nampa,  Idaho),  Idaho  State 
Journal  (Pocatello,  Idaho),  The  Herald  and  News  (Klam¬ 
ath  Falls,  Ore.),  Herald  Journal  (Logan,  Utah),  Standard 
Journal  (Rexburg,  Idaho),  Skagit  Valley  Herald  (Mount 
Vernon,  Wash.),  Teton  Valley  News  (Driggs,  Idaho),  and 
Ellensburg  (Wash.)  Daily  Record. 

Gugliotto  said  these  publications  were  chosen  because 
they  had  the  largest  circulations  in  their  news  group. 

To  ensure  the  project’s  success.  Pioneer  News  Group  Co. 
has  partnered  with  the  American  Press  Institute  and  the 
Poynter  Institute.  According  to  API,  the  project  will  include 
an  API-designed  content  auditing  system  that  will  add 


I  meta-tags  to  news  stories.  API  will  combine  this  stoiy  data 
with  its  web  analytics  to  gauge  readership  of  different  types 
of  content.  In  addition,  each  paper  administered  about  800 
API-designed  audience  surveys  in  each  paper’s  market  in 
July  that  provided  an  in-depth  assessment  of  audience  and 
behavior.  From  there,  each  paper  will  then  use  these  tools 
to  create  a  plan  to  revise  its  coverage. 

“We  hope  these  tools  we  are  building  can  help  publishers 
begin  to  use  data  to  serve  their  communities  in  a  deeper ' 
and  much  more  informed  way,”  said  API  executive  director 
Tom  Rosenstiel. 

Gugliotto,  who  also  sits  on  API’s  board  of  directors,  said, 
“First,  we  must  find  out  what  the  community  wants  and 
what  it  believes  it  wants  before  we  can  give  them  that  con¬ 
tent.  We  have  to  find  out  what  they’re  about.” 

After  a  fall  management  retreat  in  September  with  each 
of  the  participating  paper’s  publisher  and  managing  editor 
in  attendance,  Gugliotto  said  he  plans  to  launch  the  rede¬ 
sign  during  the  company’s  fourth  quarter. 

Gugliotto  said  he  would  like  to  see  each  paper’s  total 
audience  grow  as  a  result  of  the  content  redesign.  “We  want 
to  utilize  more  of  our  sources  while  anticipating  our  audi¬ 
ence’s  changing  needs.  It’s  about  being  a  better  match  with 
the  community  and  doing  a  better  job,  and  knowing  day  in 
and  day  out  if  we’re  making  a  difference.”  —NY 
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From  the  Archive 


Tornoe’s  Corner 


Publisher 
Loses  Home  In 
Fire,  But  Stm 
Goes  To  Press 


Judy  von  Ahlefeldt  is 
the  owner,  publisher, 
reporter,  designer, 
editor,  advertis¬ 
ing  representative  and 
photographer  of  the  Black 
Forest  News  and  Palmer 
Divide  Pioneer  in  Colorado. 
Even  though  she  lost  her 
home  in  a  June  wildfire,  she 
only  missed  her  deadline 
by  two  days.  "I  knew  about 
the  fire  before  most  people 
did  because  one  of  my 
friends  called  me  at  2  p.m. 
telling  me  she  saw  smoke," 
the  70-year-old  told  the 
Colorado  Springs  Gazette. 

"I  went  around  taking 
pictures  for  about  an  hour 
and  then  I  went  home. 
When  I  saw  how  bad  it  was 
blowing  up,  I  started  pack¬ 
ing  up."  Instead  of  taking 
her  possessions,  she  took 
her  newspaper  archives 
because  "they  can’t  be 
replaced." 


»  Jim  Ryun,  a  17-year-old  Wichita  Eagle  and  Beacon  carrier,  delivers  a  paper  on  a  Wichita, 
Kans.,  morning  in  1964.  Ryun  Just  happened  to  be  the  fastest  high  school  miler  in  the  U.S. 
at  the  time  with  a  clocking  of  3  minutes,  59  seconds.  He  would  go  on  to  become  a  two-time 
world  record  holder  in  the  mile  and  a  member  of  the  U.S.  House  of  Representatives  from 
1996-2007.  This  photo  originally  appeared  in  the  ,luly  18, 1964  edition  of  EiP. 
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{legal  briefs} 
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Convicted  killer 
files  lawsuit  against 
newspaper,  reporter 

The  Town  Talk  in  Alexandria,  La. 
has  reported  that  a  convicted 
killer  has  filed  a  federal  lawsuit 
against  the  Advertiser  Media 
Network  and  The  Daily  Advertiser 
reporter  Claire  Taylor.  Brandon  C. 
Lavergne  filed  the  lawsuit  saying 
their  coverage  of  the  disappear¬ 
ance  of  Michaela  Shunick  and  his 
conviction  in  her  kidnapping  and 
fatal  shooting  contained  inac¬ 
curacies.  Lavergne  is  serving  a 
life  sentence  in  the  Louisiana 
State  Pendtentiary  for  murder. 

The  lawsuit  challenges  informa¬ 


tion  included  in  recently  pub¬ 
lished  stories  and  online  video 
that  appeared  in  May  during  the 
one-year  anniversary  of  Shu- 
nick's  disappearance.  Taylor  had 
attempted  to  arrange  an  inter¬ 
view  with  Lavergne,  but  state 
prison  officials  refused  to  allow 
him  to  talk  to  Taylor  even  though 
Lavergne  initially  agreed.  The  suit 
accuses  the  newspaper  of  violat¬ 
ing  his  constitutional  rights  and 
libeling  and  slandering  Lavergne. 
Karen  J.  Lincoln,  publisher  of  The 
Daily  Advertiser,  stated  that  the 
newspaper  stands  by  its  stories 
and  the  accuracy  of  the  informa¬ 
tion  that  has  been  reported. 


Newspaper  sues  N.J. 
governor  for  records 

According  to  the  Courthouse  News 
Service,  The  North  Jersey  Me¬ 
dia  Group,  whose  flagship  is  The 
Record,  has  sued  New  Jersey,  the 
governor's  office  and  Custodianof 
Records  Hillary  Hewit.  The  news¬ 
paper  claims  Gov.  Chris  Christie’s 
office  refuses  to  release  records 
that  could  show  what  Republican 
campaign  contributors  did  under 
state  contracts  after  Hurricane 
Sandy.  Record  reporter  Shawn 
Boburg  submitted  an  Open  Public 
Records  Act  request  for  invoices 
and  attachments  submitted  to  the 
state  by  Witt  Group  Holdings. 


THE  EDITORIAL  DATA  CENTER 


^  COME  TOGETHER 

Allow  your  central  and  local  resources  to  come  together  in  the  most  flexible  and  efficient  way. 


www.ccieurope.com 


CCI  Europe  Inc.  /  3550  George  Busbee  Parkway  NW  /  Kennesaw,  GA  301 44 
•  Phone:  +1  770  420  1100  /  inf6@ccieurope.com 


WINDOW 

WASHING  Hero 


►  ('lu‘ri(“  l)i(‘z  laniini  Hay  'rimes 

Sao  Doan,  5,  right,  watches  as  her  mom.  Tiffany  Ringer,  snaps  a 
photo  of  Spider-Man  (aka  Merrill  Hunt)  as  he  washes  her  window 
at  All  Children’s  Hospital  in  St.  Petersburg,  Fla.  on  Jan.  TO,  2013. 


Send  us  your  photos!  E&P  welcomes  reader 
submissions  for  our  Photo  of  the  Month. 
nu.yang(3)editorandpublisher.com. 


I 


[photo  of  the  mont 


critical  thinking 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu,yang(^ditorandpublisher.com. 


J-school  students  and  industry  vets 
tackle  the  tough  questions 


Last  spring,  the  Orange  County  Register  in  Santa  Ana,  Calif,  launched  weekly 
sections  covering  three  major  universities  in  the  county,  but  the  proposal  says 
the  schools  are  funding  the  paper’s  coverage.  Do  you  think  this  is  a  smart 
way  to  bring  in  new  revenue  or  do  you  think  it  goes  against  journalism  ethics? 


The  arrangement 
has  the  potential 
*  to  be  smart  if  strict 
guidelines  are  put  in  place  and 
it  is  done  in  the  right  environ¬ 
ment.  To  make  this  worth¬ 
while,  the  newspaper  would 
need  to  clearly  spell  out  the 
relationship  to  the  reader,  have 
a  long-standing  trust  built  up 
with  the  community  and  have 
a  newsroom  with  a  history  of 
upholding  the  highest  levels  of 
ethics  and  professionalism. 

With  the  challenging  rev¬ 
enue  trends,  the  new  reality 
is  newspapers  need  to  find 
additional  sources  of  revenue 
to  be  able  to  produce  quality 
local  journalism.  With  the  right 
arrangement,  the  funder  isn’t 
controlling  the  content,  but 
is  providing  the  resources  so  that  additional  newsworthy 
content  c^m  be  provided. 

To  keep  the  coverage  appropriate  and  not  cross  the 
threshold  where  the  public  trust  or  journalism  ethics  are 
violated,  there  needs  to  be  a  clear  understanding  with  the 
funder  that  all  editorial  control  is  at  the  discretion  of  the 
newspaper  and  that  the  funder  will  see  the  coverage  at  the 
same  time  as  the  reader.  Suggestions  for  coverage  and  guest 
columns  by  the  funder  can  be  made,  but  the  choice  needs 
to  be  entirely  the  newspaper’s.  The  arrangement  would  also 
need  to  be  transparent  with  the  specifics  clearly  and  visibly 
spelled  out  each  time  the  coverage  appeared. 

This  type  of  an  arrangement  may  be  less  controversial  in  a 
section  like  sports,  where  you  could  potentially  see  a  profes¬ 
sional  team  sponsoring  additional  coverage.  Foundations 
are  also  a  logical  funding  source. 

While  there  will  always  be  critics  of  anything  new  and  in¬ 
novative,  it  is  important  to  remain  open  to  reader  feedback 
and  gauge  how  widespread  any  potential  damage  to  credibil¬ 
ity  might  be.  An  increase  in  revenue  isn’t  worth  destroying  a 
newspaper’s  reputation  for  fair  and  balanced  coverage. 


Rob  Blethen,  40 

publisher,  WoUa  Walla  (Wash.) 
Union-Bulletin 


are  major  institutions  in  their 

.  Carolina  (Columbia,  S.C.) 

communities— it  s  a  different  _ 

case.  There’s  a  huge  question  of  Qn/ne  is  die  news  editor  ^The 
ethics  here.  If  a  negative  story  Daily 
about  3- college  is  printed  or  Will  qflheUjizutrsiiytfSonjihCaTO- 
be  printed  in  this  special  sec-  lma.Sheisapoliti£d 

tion,  will  the  college  threaten  pumalism  student  who  hopes  to 

o  become  a  state  goveminenta^ 

to  pull  the  plug  on  funding.  poUtiesreparteratam/yormetw- 

Equally  importantly,  will  an  poStan  daily  newspaper  uponher 

editor  bend  under  the  pressure  grtuluatumm  May  2015. 

and  allow  that  threat  to  stop  the  story  from  running? 

It’s  tricl^.  What  is  vital  in  this  situation  is  a  good  rela¬ 
tionship  between  the  reporters  and  editors  involved  with 
the  section  and  the  communications  staff  and  administra¬ 
tion  at  each  college  or  university.  While  it  seems  higher 
education  public  relations  professionals  are  almost  as 
well-trained  in  question  avoidance  as  politicians,  a  trusting 
relationship  can  go  a  long  way  when  conflict  arises. 

A  strict  agreement  with  the  colleges  not  to  pull  advertising 
in  response  to  reporting  is  also  vital.  The  newspaper  indus¬ 
try  is  still  rooted  in  business  and  driven  by  revenue,  and 
great  content  alone  will  not  keep  a  publication  financially 
solvent.  Everyone  loves  positive  press,  especially  institu¬ 
tions  of  higher  education,  but  there  needs  to  be  a  solid 
written  agreement  that  truthful,  accurate  stories  that  may 
not  portray  the  school  in  its  preferred  light  won’t  cause  the 
breakdown  of  the  business  relationship. 

Important  stories  come  out  of  colleges  every  day,  espe¬ 
cially  those  that  are  publicly  funded.  These  are  stories  that 
need  to  be  told  and  these  are  stories  a  university  may  try 
to  squash. 


Blethen  is amemberofthe fifth 
generation  ofBlethens  that 
have  been  majority  owners  of 
the  Seattle  Times  Co.  since  1896. 
He  has  worked  in  every  major 
department  during  his  19-year 
newspaper  career  in  Washing¬ 
ton  and  Maine.  He  has  been 
publisher  Walla  Walla 
Union-Bulletin  since 2009. 
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Color  sells. 


Southern  LIthoplate,  through  our 


Better  quality  color  sells  even  more. 


SLP  Strategic  Alliance  partners 


And  with  effective  color  management, 


Prestellgence  and  X-RKe  Pantone, 


the  profitability  of  printing  color 


offers  dynamic  solutions  that  can 


Is  brighter  than  ever  for 


help  you  sell  more  color  and  capture 


newspaper  printers  like  you. 


more  profits  from  color.  Here’s  how: 


PRINT  PROFITABILITY 

The  Advantage  of  Color 


If  you  could  PRINT  better 
quality  color... 

faster,  more  consistently, 
economically  and  with  less  waste... 


Could  you 


SELL 


more  color? 


Call.  Click.  Or  scan. 


►X<rxrite 

PANTONE' 


800-638-79S0 

slp.com/printbetter 


Presteligence's  NewsXtreme  and  Ink  Presetting 
tools  with  SLP's  Viper  830*  thermal  and 
Replica  HSV  violet  plates  are  optimized  to 
deliver  quality  your  customers  will  pay  more  for. 


Color  makeready  made 
faster,  less  wasteful 


Personal  service,  24/7  tech  ' 
support,  dedication  to  print 


Southern  LIthoplate  and  its  partners 
can  help  make  a  difference  in  your 
company’s  prepress/pressroom  | 
performance.  Complete  solutions 
that  demonstrate  our  dedication 
to  your  profits. 


Coior  that  jumps 
off  the  page! 


Ink-Miser  from  Prestellgence  optimizes  ink 
densities,  IntelliTrax  News  from  X-Rite  f’antone 
automates  color  measurement  and  adjustments, 
saving  time  and  waste  for  better  profits. 


Coior  that  matches 
your  customers’  coior 


X-Rite  Pantone’s  CAPSURE  and  eXact  get  you 
to  client-satisfying  color  quickly,  effortlessly. 


of  American  adults 

are  Facebook  users 


NEWS 


Coming  and  Going  on  Facebook 


of  current 
Facebook  users 

say  that  at  one  time  or  another  in 
the  past  they  have  voluntarily  taken 
a  break  from  using  Facebook  for  a 
period  of  several  weeks  or  more 


M  w  /O  of  the  online 
adults  who  do  not 
currently  use  Facebook 

say  they  once  used  the  site  but  no  longer  do  so 


of  online  adults 

used  social  networking  sites 


O  /O  of  online  adults  who 
do  not  currently  use  Facebook 

are  interested  in  becoming  Facebook  users  in  the  future 


of  online  adults 

use  an  online  social 
network  of  some  kind 


Source:  Pete  Internet  &  American  Life  Project 


News  consumers  pairing 
tabiets  with  smartphones 


Based  on  a  random  sampling  of  1,134  U.S.  adults 
in  Q1  2013  and  1,001  U.S.  adults  in  Ql  2012 


Source:  Donald  W.  Reynolds  Journalism  Institute 
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—  Native  Advertising  — 

Based  on  29  quantitative  sunws  and  12  qualitative  interviews  of  OPA  members 


Which  functional  areas  are  most  involved  in 
native  advertising  sales  and  fulfillment? 


AD  SALES 

MARKETING 

CREATIVE  PRODUCTION 

EDITORIAL  .  ^ 

0  20  40  60  80  100 


What  are  the  most  important  metrics  marketers  are  using  to 
measure  the  impact  of  their  native  advertising  campaigns? 
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Digital  Media:  Get  Ready 
To  Get  More  Personal 


Targeting  advertising  to  consumers  is  the  new  objective 


By  Alan  D.  Mutter 

Say  good-bye  to  one- 

size-fits-ail  content  and 

advertising.  The  age  of 
personalization  is  arriving  in 
the  digital  media,  and  it  will  change 
everything  about  what  we  read,  where 
we  eat,  what  we  buy  and  even  how  we 
get  to  work. 

There  is  a  race  under  way  in  Silicon 
Valley  (and  beyond)  to  do  an  ever-bet- 
ter  job  of  tracking,  archiving  and  ana¬ 
lyzing  consumer  activity  on  desktops, 
laptops,  tablets,  smartphones,  smart 
TVs  and  other  interactive  devices,  so 
as  to  deliver  increasingly  customized 
user  experiences. 

From  the  tech  giants  to  any  number 
of  start-ups,  the  stated  goal  of  these 
activities  is  to  improve  consumer 
satisfaction.  And  that’s  true,  because 
user-specific  content  generates  more 
frequent  visits  and  longer  dwell  times 
than  generic  yadda-yadda. 

But  the  real  objective  of  the  fever¬ 
ish  development  is  to  do  a  better  job 
of  targeting  advertising  to  consumers 
based  on  who  they  are,  where  they  are, 
what  they  say  they  like  and-signifi- 
cantly-the  additional  actionable  infor¬ 
mation  that  can  be  inferred  from  the 
digital  breadcrumbs  they  leave  behind. 

The  personalized  delivery  of  content 
and  advertising,  of  course,  is  the  polar 
opposite  of  the  monolithic  digital  prod¬ 
ucts  produced  at  most  newspapers. 

To  date,  the  industry  has  lacked  the 
imagination,  technical  skill  and  capital 
to  move  toward  the  sophisticated, 
data-driven  publishing  models  being 
developed  by  the  digital  powerhouses. 


But  there’s  fi’esh  hope  that  publish¬ 
ers  can  catch  up,  thanks  to  the  acquisi¬ 
tion  of  the  Washington  Post  by  Ama¬ 
zon  founder  Jeff  Bezos.  More  on  that 
in  a  moment.  First,  the  background: 

The  personalization  process  starts 
with  the  granular  tracking  of  eveiy- 
one’s  movements  as  they  ply  the  web. 
How  granular?  Here’s  a  taste  of  what 
Google  knows  about  my  activity  in  the 
last  four  years: 

At  10:11  a.m.  on  June  19,  2010, 1 
shopped  at  Walmart.Com  for  a  Gar- 
min  navigation  unit.  I  can’t  recall  if  I 
bought  it.  At  11:52  a.m.  on  March  21, 
2011, 1  searched  for  news  about  Justin 
Bieber,  for  reasons  I  am  at  a  loss  to 
explain.  At  2:20  p.m.  on  Dec.  8,  2012, 

I  watched  a  video  of  Mark  Bittman 
preparing  potato  pancakes.  The  latkes 
were  terrific.  At  2:02  p.m.  on  Aug.  21, 


I  grabbed  a  prized  exit-row  seat  for  an 
upcoming  flight  on  United  Airlines. 

I  am  not  sure  what  Google  can 
make  of  these  and  the  thousands  of 
other  searches  meticulously  recorded 
over  the  years.  At  this  writing,  Google 
might  not,  either.  But  you  can  rest  as¬ 
sured  that  some  of  the  brightest  minds 
in  the  world  are  building  complex 
algorithms  to  match  my  activities  with 
other  Garmin-Bieber-Bittman-United 
aficionados  to  see  what  I  might  do 
next.  And,  of  course,  what  I  might  buy. 

Search  activity  is  only  one  of  the 
dimensions  being  mined  for  market¬ 
ing  insights.  Leveraging  the  larg¬ 
est  compendium  of  self-published 
personal  data  in  history,  Facebook  is 
monitoring,  mapping  and  matching 
everything  it  knows  about  you  with  ev¬ 
erything  it  knows  about  your  friends. 
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relatives,  business  associates  and  other 
acquaintances  in  your  social  network. 

And  the  reason,  as  forthrightly-but 
ungrammatically-explained  at  the 
Facebook  website,  is  this:  “Everyone 
wants  to  know  what  their  [sic]  friends 
like.  That’s  why  we  pair  ads  and 
friends-an  easy  way  to  find  products 
and  services  you’re  interested  in,  based 
on  what  your  friends  share  and  like.” 

The  third,  and  perhaps  most  revolu¬ 
tionary,  dimension  in  personalization 
is  your  precise  location.  Whether  you 
are  looking  for  a  burger,  a  bicycle  or  a 
barber,  a  search  on  a  desktop  browser 
or  a  smartphone  map  not  only  returns 
a  list  of  nearby  establishments  but  also 
includes  user  reviews,  directions  to  the 
business  and-no  surprise-advertising. 

State-of-the-art  personalization 
systems  on  mobile  devices  don’t  rely 
on  you  to  report  your  whereabouts 
or  your  craving  for  a  Frappuccino. 


By  monitoring  your  calendar,  the 
weather,  your  contact  list,  traffic, 
retail  transactions  and  the  other  data 
persistently  captured  on  your  smart¬ 
phone,  tablet  or  (soon)  Google  Glass, 
these  devices  in  the  not-too-distant 
future  will  wake  you  early  because  it 
is  raining,  will  recommend  the  fastest 
route  around  the  wreck  on  the  freeway 
and  vdll  have  a  prepaid  “Frap”  waiting 
at  the  nearest  Starbuck’s. 

As  smart  devices  manage  the 
logistics  of  your  life,  the  information 
will  be  combined  with  your  reading 
preferences,  search  patterns,  social 
activity,  shopping  history  and  other 
data  to  feed  you  a  steady  stream  of 
content  and  commercial  information 
tuned  to  who  you  are,  where  you  are 
and,  increasingly,  what  you  are  likely 
to  do  next. 

There’s  no  better  example  of  the 
phenomenon  than  Amazon’s  ability  to 


recommend  the  right  knives  to  go  with 
a  cookbook  or  the  perfect  accessories 
to  outfit  a  new  camera.  With  Jeff 
Bezos  turning  his  attention-and  a  bit 
of  his  $25  billion  fortune-to  newspa- 
pering,  he  is  bound  to  bring  the  power 
of  personalization  to  the  news  biz. 

If  other  publishers,  are  nice  to  him, 
maybe  he  will  share  what  he  knows.  ■ 

Alan  D.  Mutter 
is  a  former 
{  newspaper 
J  editor  and 
Silicon  Valley 
CEO  who 
works  today 
as  a  strategic 
consultant  to  media  and 
technology  companies.  He  blogs 
at  Reflections  of  a  Newsosaur 
(www.newsosaur.blogspot.com). 
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Facebook  Puts  a  New 
Face  on  News  Feed 

Updates  give  content  from  sources 
like  newspapers  more  visibility 

By  Rob  Tomoe 


Facebook,  the  social  me¬ 
dia  giant  that  has  become 
an  increasingly  important 
part  of  every  media  com¬ 
pany’s  promotion  strategy,  rolled  out 
two  new  updates  in  August  to  its  News 
Feed,  which  determines  what  posts 
users  see  when  they  log  in. 

I  can  sense  your  eyes  rolling  al¬ 
ready.  Ever  since  Facebook  changed 
the  way  users  see  a  Page’s  posts, 
editors  have  become  leery  of  the  ever- 
increasing  prospect  of  having  to  pay 
to  reach  readers  who  have  already 
“liked”  their  Pages. 

The  updates  aren’t  as  bad  as  you 
think,  and  are  weighted  to  give  the 
timely,  relevant  conteiit  that  come 
from  trusted  sources  like  newspa¬ 
pers  more  visibility.  So  with  a  little 
tweaking  of  your  current  strategy,  the 
changes  could  actually  benefit  your 
Facebook  presence  and  the  amount  of 
traffic  you  drive  back  to  your  site. 

One  of  the  biggest  changes,  which 
Facebook  calls  “story  bumping,”  takes 
older  content  posted  earlier  in  the 
day  and  resurfaces  it  to  users  who 
might  have  missed  it.  So  when  a  user 
logs  in,  instead  of  simply  seeing  the 
most  recent  links,  stories  and  status 
updates,  they’ll  see  a  mix  of  content 
they  might  have  missed  since  last  log¬ 


ging  into  Facebook. 

“Our  main  goal  is  really  to  make  the 
best  personalized  newspaper  for  our 
users,”  said  Lars  Backstrom,  a  Face- 
book  news  feed  engineering  manager. 

The  changes  seem  to  be  based 
around  the  idea  of  rewarding  high 
quality  content,  and  punishing  con¬ 
tent  that  is  either  “spammy”  or  trying 
to  game  the  system  artificially  to 
acquire  “likes”  and  shares. 

How  will  Facebook  determine  what 
is  “spammy”  content?  Well,  for  start¬ 
ers,  the  onus  of  the  change  seems  to 
be  a  crackdown  on  Pages  that  try  to 
trick  their  way  into  an  individual’s 
News  Feed  by  blatantly  asking 
for  “likes”  and  shares  and  sharing 
“memes,”  images  with  text  overlaid 
making  a  joke  or  snarky  point.  So 
these  changes  might  hurt  George 
Takei’s  strategy,  but  according  to 
Facebook,  it  should  actually  help  in¬ 
crease  your  news  site’s  effectiveness. 

One  media  company  that  has  taken 
advantage  of  Facebook’s  algorithm 
changes  is  Metro,  a  free  daily  newspa¬ 
per  in  the  U.K.  By  focusing  on  sharing 
only  its  best  content,  and  taking  care 
to  craft  headlines  that  will  appeal  to  its 
Facebook  users,  Metro  has  been  able 
to  dramatically  grow  its  referral  traffic 
from  Facebook. 


“Every  day  we  look  for  the  stories 
people  are  talking  about  on  Facebook 
and  ways  to  amplify  them,”  said  Rich¬ 
ard  Moynihan,  Social  and  Community 
Manager  at  Metro.  “The  data  informs 
our  editorial  decisions  on  what  to  pub¬ 
lish  and  as  such,  visits  from  Facebook 
to  our  website  are  up  300  percent.” 

While  the  pressure  to  generate  traffic 
leads  most  editors  to  stuff  their  Face- 
book  Pages  with  stories,  Metro  limits 
its  Facebook  posts  to  6-10  must-see  - 
stories,  videos  and  pictures  of  the  day. 
When  it  comes  to  tone,  editors  try  to 
keep  it  conversational,  and  vary  their 
posts  based  on  the  news  cycle.  For 
instance,  morning  posts  are  focused  on 
harder  news,  while  afternoon  posts  are 
more  lighthearted.  On  evenings  and 
weekends,  Metro  discovered  that  longer 
features,  sports  and  entertainment 
stories  perform  the  best 

An  added  issue  for  many  media 
companies  trying  to  grow  Facebook 
traffic  can  be  the  range  of  diversity  in 
its  offerings.  A  splits  news  fan  might 
not  be  interested  in  a  local  investiga¬ 
tive  piece,  and  vice  versa.  Christopher 
Penn,  vice  president  of  marketing 
technology  at  Shift  Communication, 
suggests  editors  at  medium  and  large¬ 
sized  media  organizations  consider 
developing  separate  Facebook  Pages 
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for  key  verticals  or  sections  that  are 
important  to  refers. 

Penn  points  to  the  success  of  Ford 
motor  company,  which  in  addi¬ 
tion  to  its  main  Page  has  secondary 
Pages  for  its  individual  vehicles. 

This  requires  more  time  and  human 
resources  in  increasingly  busy  news¬ 
rooms,  but  in  addition  to  developing 
niche  traffic  to  different  verticals, 
the  audience  segmentation  could  be 
beneficial  to  advertisers.” 

Another  way  Penn  suggests  editors 
can  beef  up  their  interactions  on 
Facebook  is  through  strategic  use 
of  “promoted  posts.”  Yes,  you  have 
to  pay  for  these,  but  if  you  have  a 
huge  story  that  you’re  trying  to  get 


out  there,  a  one-time  $10  payment 
might  be  worth  it  to  dramatically 
grow  the  number  of  users  that  see 
your  posts.  “Strategic  use  of  spon¬ 
sored  posts,  say  $10  daily  or  weekly, 
could  be  a  unique  way  of  reaching  an 
audience  that  isn’t  currently  seeing 
your  posts,”  said  Penn. 

Another  thing  editors  should  keep 
their  eye  on  is  a  new  “trending”  feature 
section  Facebook  is  testing.  Facebook 
added  hashtags  (keywords  preceded 
by  a  “#”  made  popular  by  Twitter)  a 
couple  of  months  ago,  and  in  an  effort 
to  make  them  useful,  they  are  test¬ 
ing  a  “trending”  topics  section  on  the 
homePage  News  Feed  of  its  website, 
which  seems  like  it  will  operate  along 


the  same  lines  as  the  Trending  Topics 
in  Twitter. 

So,  if  there’s  one  constant  with 
Facebook,  it’s  that  there’s  going  to 
be  change.  If  you  keep  in  mind  that 
average  Facebook  users  have  1,500 
posts  waiting  for  them  when  they 
log  in,  and  focus  on  sharing  the  most 
relevant  and  engaging  content  you 
have,  you  can  keep  your  news  orga-  " 
nization  ahead  of  the  curve,  and  on 
top  of  the  News  Feed.  ■ 

Rob  Tomoe  is  a  cartoonist  I 

and  reporter  for  Editor  &  I 

Publisher,  and  can  he  reached  I 
at  robtomoe@gmail.com.  I 
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McCormick  Place  in  Chicago  welcomed  exhibitors 
and  guests  to  PRINT  13  for  five  days  of  showcasing 
the  latest  in  print  technologies. 


PRINT  13 

is  recognized  as 
the  nnost 
expansive 
exhibition  in 
the  Americas  • 

of  digital,  offset,  flexo  and  hybrid 
technologies,  products,  and  services 
for  the  commercial,  transactional, 
converting  and  package  printing, 
publishing,  mailing,  in-plant,  photo  im¬ 
aging,  and  marketing  industries.  This 
year’s  show,  themed  “Innovate,  Inte¬ 
grate,  Communicate,”  presented  the 
latest  print  communications  technolo¬ 
gies  in  live  equipment  demonstrations 
across  the  show  floor  and  education 
on  the  most  in-demand  products. 
Among  the  more  than  700  exhibitors 
were  those  who  offer  services  and 
products  to  the  newspaper  industries, 
including  Goss  International  Americas, 
KBA  North  America,  manroland  web 
sytems  inc.,  Muller-Martini,  Prolmage, 
and  RBP  Chemical  Technology. 

(See  pages  26-27  for  more  photos.) 
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9.  Tom  Bemtti,  Senior  Aftermarket  Product 
Manager-Newspaper  for  Goss  International  shows 
off  the  Goss  Magnum  Compact  Autoplate  to 
attendees  at  PRINT  13. 

1  (!  Pressline  Services’  Mark  Huck  shows  how 
his  company’s  new  3Volution  printing  technoiogy 
creates  a  compact  format  for  the  newspaper 
industry,  that  according  to  the  company  resuits 
in  savings  of  up  to  33  percent  in  paper  costs  and 
pressroom  productivity  gains  of  up  to  50  percent 
The  Columbus  Dispatch  sub-tabioid  sample 
measures  14.6  inches  by  10.5  inches,  while  the 
more  traditional  Chicago  T/fbi/ne  broadsheet 
sample  measures  22  inches  by  11  inches. 

1 1 .  Editor  &  Publisher  was  represented  at  PRINT 
13  by,  from  left  to  right  Bobbi  Proctor,  National 
Sales  Manager;  Ed  Zintel,  Managing  Editor;  and 
Ana  Manzo,  Sates  Manager. 

1 2.  Lisa  Hurm,  Director  of  Operations  for  the 
Pittsburgh  Post-Gazette,  spoke  during  the  “Keeping 
Print  Strong  in  Your  Newspaper  Brand”  session. 

She  spoke  about  the  Post-Gazetttfs  pians  to  build  a 
225,000-square  foot  facility  to  house  both  its  press 
and  postpress  operations  under  a  singie  roof.  The 
faciiity,  due  for  completion  in  September,  2014,  wiii 
house  a  triptewide  Uniiiner  press  from  Goss. 

1 3.  Rick  Shafranek  of  Prolmage  America  Inc. 
talks  with  customers  at  PRINT  13. 
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Providing  Much-Needed  Resources 
and  Hope  To  a  Challenged  and 
Evolving  Industry 


BY  GRETCHEN  A.  PECK 


It’s  no  fun  being  the  news  when  you’re  tasked  with  reporting  the  news.  It’s  a 
strange  placement  for  the  newspaper  industry  these  days,  as  many  around  the 
world  talk  of  its  evolution,  its  future,  its  challenges— and  more  sensationally,  its 
demise.  It’s  an  uncertain  yet  exciting  time,  during  which  innovation  may  enable 
newspapers  (no  matter  the  method  ofdelivery)  to  redefine  themselves  and 
flourish  in  their  new  forms. 


Editor  &  Publisher  con\'p\\Q6  a  list  of  organizations  that  are  not  just  banking  on  a  healthy 
future  for  news,  but  are  developing  products,  services— and,  perhaps,  new  best 
practices— for  newspaper  publishers. 
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GateHouse  Media,  Inc.’s 
More  Content  Now 

One  of  the  guideposts  E&P  referenced  in 
choosing  these  top  5  influencers  was:  How 
are  companies  enabling  newspaper  publishers 
to  “do  more  with  Iqss?”  This  is  precisely  what 
GateHouse  Media  Inc.’s  relatively  new  divi¬ 
sion,  More  Content  Now,  sets  out  to  do. 

MoreContentNow.com  evolved  out  of  the 
GateHouse  News  Service,  when  a  few  years 
ago  some  of  its  executives  put  their  heads 
together  and  pondered  how  to  leverage  the 
content  the  company  creates  with  its  team  of 
editors,  photographers,  and  designers— not 
only  for  its  own  titles,  but  for  other  newspa¬ 
pers,  as  well,  recalled  Lisa  Glowinski,  Director, 
More  Content  Now. 

Publishers  can  license  More  Content  Now’s 
content  via  the  website,  which  went  live  last 
April,  and  is  free  to  browse,  said  Lisa  Glowin¬ 
ski,  Director  of  More  Content  Now. 

The  “content”  itself  can  manifest  in  a  number 
of  formats.  Articles  can  be  downloaded  as  text 
files,  or  publishers  may  choose  to  license  entire 
laid-out  pages  and  sections  in  the  form  of  na¬ 
tive  Quark  or  Adobe  InDesign  files,  with  all  the 
accompanying  artwork. 

More  Content  Now  is  taking  an  aggressive 
approach  to  the  rollout.  Glowinski  said  that 
she  has  plans  to  travel  to  quite  a  few  publish¬ 


ing  events  in  the  year  ahead,  in  addition  to  de¬ 
veloping  social  media  sites  (Twitter,  Facebook, 
and  Pinterest)  and  digital  newsletters. 

“I  believe  the  more  publishers  realize  who  we 
are  and  what  we  are,  the  more  I  think  they’ll 
see  that  our  prices  are  very  competitive,  and 
they  can  still  deliver  content  to  their  readers 
even  when  they’ve  been  forced  to  cut  their  own 
staff  and  resources,”  she  said. 

”Everyone  in  media  is  looking  for  a  magic  bul¬ 
let  right  now,”  she  added.  “So  maybe  publishers 
can  delegate  a  little  bit  of  pagination  and  maybe 
some  writing  to  us,  allowing  them  to  go  out  and 
report  and  do  what  they  do  best  locally.” 


» Lisa  Glowinski, 
More  Content  Now 


Newsweb  Corporation 

Newsweb  Corporation,  located  in  Chicago,  spent 
the  past  42  years  being  a  “publishers’  printer,” 
serving  small-  to  mid-sized  community  publish¬ 
ers,  according  to  president  of  the  Printing  Divi¬ 
sion  of  Newsweb  Corporation,  Rodd  Winscott. 

Unlike  its  newspaper  printer-publisher  breth¬ 
ren,  Newsweb  doesn’t  itself  own  any  newspa¬ 
per  titles,  which  allows  the  company  to  focus 
on  its  core  competency  and  to  be  nimble. 

“We  purchased  four-color  towers  before  every¬ 
one  wanted  four-color  [process],  because  we 
knew  that  we  needed  to  be  prepared  to  produce 
color  when  the  publishers  did  want  it,”  Winscott 
recalled.  “Because  we  print  so  many  newspaper 
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titles,  we  have  a  unique  perspective,  which  at 
times  has  allowed  us  to  be  more  proactive  with 
regard  to  equipment  purchases  and  trends. 

"From  the  time  we  first  saw  digital  web 
printing  in  2005,  we  knew  that  it  was  in  our 
future,”  he  continued.  “We  watched  it  evolve 
and  split  into  two  paths:  sheetfed  and  direct- 
mail,  and  newspaper.  In  2012,  we  felt  that  the 
technolog}'  and  hardware  had  reached  a  point 
at  which  we  could  successfully  utilize  it  to  our 
customers’  benefit.” 

By  the  fall  of  2012,  Newsweb  had  installed 
the  first  of  its  TKS  JETLEADER 1500  presses. 
A  second  was  installed  this  past  July,  and  con¬ 
figured  with  a  variable  cut-off  folder  that  al¬ 
lows  the  print  supplier  to  seamlessly  transition 
between  standard  U.S.  broadsheet  and  tabloid, 
and  European  Berliner  and  Nordic  standards. 

“This  now  opens  up  a  global  market  for  us,” 
Winscott  said. 

“We  looked  at  the  technology  for  a  few  years, 
and  only  when  we  saw  the  one  company,  TKS 
(U.S  jA)  commit  its  resources  to  merging  the 
digital  press  with  traditional  press  finishing  did 
we  know  that  the  time  was  right,”  he  added. 

Winscott  feels  confident  in  the  return  on  the 
investments.  “We  are  starting  to  see  the  cost 
benefits. ...  One  of  the  areas  of  savings  is  in 
labor.  We  are  able  to  run  a  72-page  newspa¬ 
per,  in  five  sections,  with  one  to  two  operators. 
We  have  overcome  the  need  to  use  digitally 
enhanced  paper,  and  can  now  use  the  same 
grades  as  we  use  for  our  offset  operation.  This 
saves  on  double  inventories  and  premium 
digital  paper  prices,”  he  remarked.  “We  have 
no  plate  costs  with  the  digital  press. ...  Waste  is 
yet  one  more  area  where  we  save.” 

The  digital  presses  are  also  enabling  the 
print  service  supplier  to  leverage  variable-data 
print.  Certainly,  that  will  be  invaluable  for  the 
commercial  print  side  of  the  operations,  but 
Winscott  also  revealed  that  viable-data  will 
have  modest  consequence  for  newspapers,  too. 

Beyond  the  digital  web  investments,  News¬ 
web  Corporation  recently  put  the  finishing 
touches  on  a  new  65,000-square-foot  building 
and  added  a  new  Goss  Universal  75  press. 

The  “corporate  culture”  at  Newsweb  becomes 
apparent  in  conversation  with  its  President. 
Print  service  suppliers  often  speak  in  terms  of 
serving  industries,  markets,  and  customers— 


>  Rodd  Winscott, 
Newsweb  Corporation 


>  Newsweb  instaiied  the  TKS  JETLEADER 
1500  presses  (beiow),  which,  when 
configured  with  a  variabie  cut-off  foider, 
aliows  the  print  suppiier  to  seamiessly 
transition  between  standard  U.S. 
broadsheet  and  tabloid,  and  European 
Berliner  and  Nordic  standards. 
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>  Till  Faida, 
AdBlockPlus 


external  sources  of  work  and  revenue.  The  way 
that  Winscott  speaks  about  his  company,  it’s  not 
as  though  it  merely  serves  the  market,  as  much 
as  it’s  apart  of  the  newspaper  industry.  He  sol¬ 
emnly  noted  that  he’s  seen  too  many  newspaper 
organizations  shrink,  consolidate,  and  shutter 
their  doors.  Still,  he  remains  optimistic  about 
the  future,  and  remarked  that  a  little  reinven¬ 
tion  can  be  a  good  thing,  especially  if  it  better 
nurtures  the  publisher-advertiser  relationship. 

“We  believe  in,  and  have  always  supported  the 
notion  that  newspapers  are  an  integral  part  of 
our  society,  from  the  small,  local  neighborhood 
paper  to  the  large  metro  daily,”  Winscott  said. 

AdBlock  Plus 

Till  Faida  leveraged  his  experience  as  an  execu¬ 
tive  with  Eyeo  GmbH  to  lead  a  growing  group 
of  what  could  affectionately  be  called  “the 
world’s  most  frustrated  Internet  publishers 
and  users.”  Internet  advertising  is  their  bane. 

According  to  Faida,  out  of  the  group’s  discus¬ 
sions  came  AdBlock  Plus,  which  has  been 
downloaded  more  than  200  million  times, 
25-percent  of  which  is  attributed  to  U.S.-based 
users,  he  noted. 

“[This  sends]  an  important  message  to  pub¬ 
lishers:  The  Internet  is  a  democratic  medium. 
Business  models  only  work  with  the  users,  not 
against  them.  The  current  state  of  the  online 
advertising  industiy  is  fragile,  as  it  has  failed  to 
get  the  support  of  the  users,”  Faida  said. 

“Tech-sawy  users  hardly  ever  react  to  banner 
ads,  simply  because  banners  and  popups  are 
merely  seen  as  an  annoyance,”  he  continued. 
“In  a  way,  the  well-educated  and  tech-sawy  us¬ 
ers  have  been  forgotten  or  ignored  by  advertis¬ 
ers.  It  requires  more  innovation  toward  better 
advertising  products,  in  order  to  reach  this 
important  user  segment,  and  to  make  adver¬ 
tising-driven  media  profitable.  Our  Acceptable 
Ads  initiative  is  a  first  step  toward  this.” 

Faida  asserted  what  so  many  others  may  be 
thinking  about  Internet  advertising:  The  bro¬ 
ken  system  is  perpetuated  by  a  vicious  cycle. 

“Because  these  online  ads  generate  too  little 
revenue,  advertisers  are  constantly  creating 
even  more  aggressive  ad  formats.  This  further 
stimulates  a  negative  user  experience  and  an 
increased  aversion  toward  ads.  Our  Acceptable 
Ads  initiative  aims  to  find  a  more  sustainable 


middle  ground.  Less  and  better  advertising 
will  be  more  profitable  for  everyone  in  the  long 
run,”  Faida  explained. 

An  “Acceptable  Ad”  is  an  evolving  concept, 
he  suggested,  based  on  ongoing  discussions 
among  the  consortium.  Currently,  what’s 
deemed  acceptable  is  text-centric,  static,  and 
unmistakably  defined  as  an  advertisement. 

From  a  user  perspective,  once  the  AdBlock 
Plus  extension  is  downloaded,  they  may 
further  customize  their  browsing  experience. 
“In  addition  to  blocking  ads,  users  can  activate 
supplemental  lists  to  block  tracking  and  mal¬ 
ware,  among  other  things.  Users  can  also  add 
“personal  filters,”  according  to  Faida. 

“Users  should  always  be  in  control  of  their 
experience  online,”  he  added.  “Our  position  is 
that  if  websites  and  advertisers  serve  informa¬ 
tive  ads,  and  listen  to  what  users  want,  the 
vicious  cycle  I  referred  to  before  would  end, 
and  advertising  could  be  a  viable  method 
for  monetizing  content.  This  is  definitely  the 
future  of  Internet  advertising.” 

Sites  may  also  be  “whitelisted,”  which  does 
not  mean  that  they  are  “above  scrutiny,”  he 
said.  Rather,  it  means  that  a  site  is  in  adher¬ 
ence  to  the  Acceptable  Ads  criteria  and  has 
been  “certified.” 

“Publishers  on  our  whitelist  have  reported 
that  their  now-acceptable  advertising  has  pro¬ 
duced  better  profits,”  he  said. 

When  asked  about  publishers’  reactions  to 
AdBlock  Plus  and  the  Acceptable  Ads  initia¬ 
tive,  Faida  qualified  them  as  “a  mixed  bag.” 

“More  often  than  not,  we  agree  that  online 
advertising’s  current  state  is  an  unsustainable 
one.  This  agreement  sparks  interest ...  espe¬ 
cially  when  they  realize  that  it  is  always  free  to 
be  part  of  our  program  for  content  producers 
like  blogs  and  newspapers.  However,  many  of 
them  are  still  stuck  in  long-standing  contracts 
with  advertisers  and  are  waiy  to  disrupt  the 
status  quo,  even  if  they  rightly  perceive  that  it’s 
broken.  We  hope  the  discussions  we  are  initi¬ 
ating  will  eventually  lead  to -more  willingness 
to  innovate  more”. 

Digital  First  Ventures 

Digital  First  Ventures  (DFV)  was  borne  out  of 
Digital  First  Media,  of  New  York,  and  operates 
as  a  venture  capital  division  expressly  created 
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to  “accelerate  value  creation  for  seed,  early, 
and  growth-stage  digital  media  companies.” 

DFV  operates  “The  Startup  Lah,”  which 
leverages  the  broad  publishing  knowledge 
and  resources  of  its  parent  company,  to  bring 
to  market  new  digital  tools  and  technologies 
for  disseminating  information  and  fostering 
reader-publisher  relationships. 

DFV  is  challenging  developers  to  get  creative 
by  envisioning  Digital  First  Media’s  reach  and 
resources— more  than  800  print  and  digital 
news  properties,  access  to  3  million  homes 
every  month,  and  a  significant  number  of  sales 
and  editorial  staff— and  imagining  what  they 
would  create  to  facilitate  those  relationships. 

In  June  2013,  Digital  First  Ventures  an¬ 
nounced  a  strategic  partnership  with  News- 
Cred,  the  content  marketing  and  syndication 
provider  with  U.S.  headquarters  in  New  York. 
The  companies  reported  that  not  only  would 
the  partnership  enable  Digital  First  Media 
properties  to  leverage  NewsCred’s  technol¬ 
ogy  platform  (NewsCred  SmartPress  CMS)  to 
further  its  own  content  reach,  but  Digital  First 
Media  will  also  be  able  to  leverage  fiill-text 
articles,  images,  and  videos  from  NewsCred’s 
Publisher  Network  of  more  than  2,500  ad¬ 
ditional  content  partners. 

Jim  Brady,  editor-in-chief  at  Digital  First 
Media,  spoke  about  the  announcement  in  a 
press  release:  “NewsCred  allows  Digital  First 
Media  to  expand  our  online  content  portfolio 
and  supplement  the  original  reporting  of  our 
network  of  local  journalists.  The  partnership 
will  allow  us  to  deepen  existing  content  verti¬ 
cals  and  quickly  deploy  new  verticals  that  we 
know  our  audiences  want.” 

Amazon,  by  way  of 
The  Washington  Post 

The  ink  on  the  contract  of  sale— that  would 
transfer  ownership  of  The  Washington  Post  to 
Amazon  CEO  Jeff  Bezos— had  yet  to  dry,  and 
the  media  couldn’t  help  but  to  speculate  about 
what  it  all  means  for  the  newspaper,  and  the 
newspaper  industry  as  a  whole.  So  this  list  of 
the  Top  5  most  influential  organizations  would 
be  incomplete  without  noting  that  all  eyes  are 
fixed  on  Bezos. 

If  you  read  the  reports  from  pundits  and 
insiders  who  attended  his  pre-closing  visit 


“NewsCred  allows  Digital  First  Media 
to  expand  our  online  content  portfolio 
and  supplement  the  original  reporting 
of  our  network  of  local  journalists." 


!  to  ‘‘WaPo”he  has  been  rather  vague  about 
specific  operational  plans;  however,  the  tone  of 
his  rhetoric  has  been  consistently  optimistic— a 
I  breath  of  fresh  air  for  a  weary  industry. 

I  But  not  all  have  been  charmed.  Peter  Kafka 
I  suggested  on  AllThingsD.com,  “If  you’re 
I  expecting  Bezos  to  reveal  anything  about  his 
I  plans  for  the  paper,  then  you’ve  never  sat 
I  through  an  Amazon  earnings  call  or  listened 
j  to  a  Jeff  Bezos  interview. ...  He’s  going  to  take 
I  time— “years’- to  experiment,  and  the  only 
thing  he  knows  is  that  it’s  important  for  read¬ 
ers  to  get  value  out  of  reading  the  paper.” 

Therein  lies  the  great  mystery  about  this  in¬ 
triguing  pairing  of  old  media  and  new  technolo¬ 
gy.  How  will  the  story  unfold?  Naturally,  Bezos’ 

I  experiences  at  Amazon  will  shape  his  strategies. 

I  The  Huffington  Post’s  Michael  Calderone 
1  reported  that  he  has  hinted  at  a  subscriptioii 
overhaul,  and  that  a  “bunding”  concept  may 
be  more  effective  than  relying  on  individual 
I  article?  to  compel  readers  to  subscribe. 

I  Authors  Christine  Haughney  and  Michael  D. 

I  Shear  reported  in  The  New  York  Times  that  a 
I  member  of  the  WaPo  staff  quoted  Bezos  this 
i  way:  “It  should  be  as  easy  to  get  a  subscription 
I  to  The  Post  as  it  is  to  buy  diapers  on  Amazon.” 
j  They  also  reported  Bezos’  affinity  for  excep- 
!  tional  content,  which  compels  readers  first, 

!  with  advertisers  to  follow. 

Many  have  speculated  about  Bezos’  motiva¬ 
tion  to  buy  the  newspaper,  but  Caroline  Little, 
President  and  CEO  of  The  Newspaper  Associa¬ 
tion  of  America,  surmised  that  it’s  simply  the 
promise  of  profit.  In  an  op-ed  for  FORTUNE 
Magazine,  Little  suggested,  “Jeff  Bezos,  John 
Henry,  and  Warren  Buffett  are  not  investing  in 
dying  businesses.  They  don’t  do  that.  They  are 
investing  in  assets  poised  for  a  rebound.”  ■ 
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How  Publishers  Can  Use  Data  To  Sell  Ads 

BY  NU  YANG 


nccording  to  the  Pew  Research  Center’s 
2013  State  of  the  News  Media  rep)ort, 
total  digital  advertising  (including  mo¬ 
bile)  rose  to  $37.3  billion  in  2012,  and 
for  the  first  time,  digital  ads  outpaced  newspapers 
advertising  in  2011.  The  report  also  showed  that 
digital  ads  make  up  23  percent  of  overall  U.S.  ad¬ 
vertising,  up  from  20  percent  in  2011.  If  the  trend 
continues,  digital  advertising  v«ll  keep  growing  as 
more  news  is  consumed  online. 

For  publishers,  this  new  digital  world  can  pres¬ 
ent  challenges,  but  it  can  also  present  oppor¬ 
tunities.  By  using  advertising  analytic  services, 
publishers  now  have  the  tools  to  target  specific 
audiences  and  make  real-time  decisions.  Ana-- 
lytics  show  numbers  and  data— and  advertisers 
know  numbers  don’t  lie.  Most  importantly,  ana¬ 
lytics  show  publishers  they  don’t  have  to  navigate 
blindly  into  the  digital  marketplace. 

RERL-TIME  nCTIDN 

When  the  Financial  Times  wanted  to  know  who 
was  genera.ting  the  6  billion  ad  impressions  at 
FT.com,  the  British  international  daily  newspaper 
turned  to  Metamarkets. 

Based  in  San  Francisco,  Metamarkets  was 
founded  in  2010  and  has  a  staff  of  45.  According 


to  its  website  (metamarkets.com),  the  analytics 
provider  “analyzes  large  volumes  of  streaming  data 
and  measures  key  metrics  in  real-time,  empower¬ 
ing  business  users  to  immediately  answer  their 
own  questions.” 

Co-founder  and  chief  executive  officer  Michael 
Driscoll  said  Metamarkets  operates  as  a  “business 
intelligence  platform  for  publishers.” 

“We  measure  ad  inventory,  help  evaluate  ad 
placement  performance  and  help  publishers  own 
their  audience,”  he  said. 

With  the  FT,  Driscoll  said  they  provided  a 
“highly-tailored  dashboard  that  explored  data” 
and  allowed  the  paper  to  make  “real-time  pricing 
decisions.”  According  to  Driscoll,  FT  earned  more 
revenue  with  digital  advertising  than  with  print 
this  past  year. 

In  a  2012  interview  with  PricewaterhouseCoo- 
peis,  FT  global  advertising  sales  director  Jon  Slade 
explained  that  by  working  with  Metamarkets,  “It 
gives  me  that  single  view  in  a  single  place  in  near 
real  time  what  my  exact  supply  and  my  exact  de¬ 
mand  are— and  that  is  really  critical  information. 

“Previously,  the  way  that  data  was  held— the 
demographics  data,  the  behavior  data,  the  pric¬ 
ing,  the  available  inventory— was  across  lots  of 
different  databases  and  spreadsheets.  We  needed 
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MRKING  RN  INVESTMENT 

In  March,  the  McClatchy  Co.,  the  third  largest 
newspaper  company  in  the  country,  acquired 
Tru  Measure  (trumeasure.com),  a  media  mea¬ 
surement  and  analytics  firm  based  in  Crested 
Butte,  Colo.  Founded  in  2009,  the  company 
focuses  on  capturing  consumer  engagement 


an  almost  witchcraft-like  algorithm  to  provide  an¬ 
swers  to  ‘How  many  impressions  do  I  have?’  and 
‘How  much  should  I  charge?’  It  was  an  extremely, 
labor-intensive  process.  And  that  approach  just 
didn’t  really  fit  the  need  for  the  industry  in  which 
we  work.  Media  advertising  is  purchased  in  real 
time  now.” 

“Publishers  using  ad  analytics  like  ours  are  using 
it  for  real-time  advertising  in  a  real-time  mar¬ 
ketplace,”  Driscoll  said.  “Metamarkets  changes 
the  way  advertising  is  sold.  (Salespeople)  used 
to  undersell  because  they  didn’t  have  the  correct 
systems  in  place,  but  now  they  can  connect  with 
premium  advertisers.” 

Making  decisions  in  real-time  is  now  more 
important  than  ever.  “Publishers  can  peer  into  our 
dashboard  and  watch  as  monetization  unfolds... it’s 
a  superior  way  of  selling,”  Driscoll  said.  “Publish¬ 
ers  can  take  advantage  of  sudden  changes,  such  as 
a  surge  of  traffic  and  profit  from  it.” 

He  added  that  ad  analytics  create  “operational 
awareness”  for  publishers.  He  compared  the 


digital  landscape  as  “pipes”  for  publishers,  and  if 
one  of  those  “pipes”  in  the  network  burst  without 
analytics,  publishers  may  not  find  out  about  the 
damage  until  days  later. 

Another  important  analytics  component  is  real¬ 
time  selling.  “(Salespeople)  can  negotiate  with 
the  buyer,”  Driscoll  said.  “It  helps  them  under¬ 
stand  what  audience  to  target  and  gives  them  an 
immediate  quote  back.  It  allows  for  immediate 
planning,  to  see  what  audience  is  available  and  to 
price  accordingly.” 

This  kind  of  immediacy  has  helped  FT  improve 
its  workflow.  “Before,  the  sales  team  would  send 
an  email  to  ad  operations  in  London  for  an  inven¬ 
tory  forecast,  and  it  could  take  the  ad  operations 
team  up  to  eight  working  hours  to  get  back  to 
them,”  Slade  told  PricewaterhouseCoopers.  “It 
could  even  take  as  long  as  two  business  days  to  get 
an  answer  in  times  of  high  volume.  Now,  we’ve 
reduced  that  turnaround  to  about  eight  seconds  of 
self-service,  allowing  our  ad  operations  team  time 
to  focus  on  more  strategic  output.” 


¥  Metamaricets’  dashboard  keeps  track  of  each  advertising  campaign,  ailowing  pubiishers  to  make  reai-time  pricing  decisions. 
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MICHREL  ORISCDLL 

Metamarkets  Co-Founder 
and  Chief  Executive  Officer 
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tru  measure 


CHRRITY  HUFF 

Tru  Measure  Co-Founder 
and  General  Manager 


generated  from  media  and  advertising. 

According  to  co-founder  and  general  man¬ 
ager  Charity  Huff,  Tru  Measure  currently 
works  with  35  reseller  partners.  “We  work 
with  many  of  McClatchy’s  peers  in  the  in¬ 
dustry  as  well  as  ad  agencies  and  advertising 
platforms  focused  on  local  advertising.. .Tru 
Measure  allows  these  reseller  partners  to  tell 
their  advertising  ROI  story,  providing  proof 
through  the  Tru  Measure  platform,  products 
and  services  that  show  precisely  how  the 
advertising  program  is  performing.” 

Huff  said  Tru  Measure  collects,  monitors  and 
reports  performance  from  all  ad  types  includ¬ 
ing,  print  and  online  display,  search,  mobile, 
social,  deals  and  direct  mail. 

At  the  time  of  the  acquisition,  Christian  A. 
Hendricks,  McClatchy  vice  president,  inter¬ 
active  media,  said,  “This  is  another  important 
investment  in  McClatchy’s  digital  future. 

ROI  and  performance  assessment  are  now 
front  and  center  in  almost  every  conversa¬ 
tion  we  have  with  small  and  medium-sized 
businesses.  With  the  addition  of  Tru  Measure 
to  our  product  and  services  portfolio,  our 
advertising  sales  consultants  are  now  posi¬ 
tioned  to  not  only  talk  about  results,  but  to 
show  customers  how  each  component  of  their 
advertising  spend  is  performing.” 

For  Huff,  the  acquisition  showed  that  Mc¬ 
Clatchy  was  making  a  “forward  thinking”  move. 
“They  recognized  analytics  are  a  big  and  neces- 
saiy  part  of  eveiy  business,”  she  said. 

When  an  ad  is  placed  and  distributed 
throughout  the  web,  Tru  Measure  captures  user 
acti\ity:  page  views,  clicks,  unique  visitors,  time 
on  site,  exit  URL,  phone  calls  and  emails.  Then, 
the  information  is  stored  in  its  databases.  Using 
that  data,  Tru  Measure  generates  reports  calcu¬ 
lating  Return  on  Advertising  Spend  to  monitor 
each  ad  campaign’s  effectiveness. 


“It  gives  more  control  on  the  publisher’s  side,” 
Huff  said.  “Before,  publishers  were  not  getting  any 
credit  for  driving  business  to  a  site.  Now,  it  adds 
layers,  and  advertisers  can  see  what  they  are  get¬ 
ting  for  their  money.” 

TRnCKING  THE 
□  IGITRL  GMNIVGRE 

According  to  internet  analytics  company  com- 
Score  (comscore.com),  consumers  have  become 
digital  omnivores  as  they  connect  online  through 
smartphones,  tablets  and  other  devices.  Not 
only  do  publishers  have  to  keep  an  eye  on  how 
these  consumers  are  moving  from  page  to  page 
on  their  site,  they  now  have  to  understand  how 
consumers  navigate  from  each  of  their  devices. 
Recently,  comScore  reported  that  nearly  four  out 
of  10  smartphone  owners  own  a  secondary  digital 
device,  whether  it’s  a  tablet,  e-reader  or  other 
handheld  device. 

As  a  remedy,  comScore’s  Media  Metrix  Multi- 
Platform  offers  a  comprehensive  view  of  digital 
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works  with  70  advertisers  from  different  indus¬ 
tries  across  multiple  web  channels. 

“To  do  attribution  well,  publishers  need  to  see  all 
of  the  data  of  that  advertiser,”  Pellman  said.  “They 
need  to  find  the  right  criteria  for  the  advertiser 
because  attribution  shows  them  real  value  and 
provides  tangible  proof” 

Pellman  said  one  of  the  challenges  is  the  out¬ 
dated  metrics  being  used,  such  as  last-click  or  last- 
event  attribution,  which  gives  credit  to  the  last  ad 
seen  before  conversion.  But  publishers  and  their 


RNDREW  LIPSMnN 

comScore  Vice  President 
of  industry  Anaiysis 


Ci  comScoRE 


consumer  behavior  across  desktop  computers, 
smartphones  and  tablets.  The  platform  reports  on 
more  thsm  300,000  digital  media  entities,  includ¬ 
ing  audience  size,  demographic  composition,  en¬ 
gagement,  performance  within  key  user  segments 
and  behavioral  trends.  • 

comScore  vice  president  of  industry  analysis  An¬ 
drew  Lipsman  said  this  kind  of  data  allows  publish¬ 
ers  to  “take  a  full  census  and  not  just  an  estimate.” 

A  common  misconception  for  publishers  is  the 
cookie,  a  small  text  file  placed  on  computers  by 
websites  for  tracking  purposes.  According  to 
comScore’s  “Digital  Analytics:  A  30  Year  Retro¬ 
spective,”  counting  reach  with  cookies  was  the 
method  being  used  in  most  ad  servers  and  Emalyt- 
ics  systenis  until  recently. 

“Multiple  cookies  can  come  from  just  one  prerson,” 
Lipsman  said.  “If  someone  deletes  cookies  or  look  at 
the  website  on  different  platforms,  it  wifi  look  like 
different  cookies.  Access  on  more  than  one  plat¬ 
form  is  not  a  new  concern,  but  if  cookies  are  being 
cleared  on  a  daily  basis,  it  can  skew  numbers.” 


THE IMPDRTRNCE 
□  F  RTTRIBUTIDN 

Even  if  a  digital  ad  campaign  is  successful,  pub¬ 
lishers  won’t  receive  credit  for  driving  the  conver¬ 
sions  if  there'is  no  attribution. 

According  to  Adometiy  (adometiy.com),  attribu¬ 
tion  is  the  assignment  of  credit  to  the  events  that 
lead  to  a  conversion.  Founded  in  2005,  Adometiy 
is  headquartered  in  Austin,  Texas  with  110  staff 
members.  The  company  provides  ad  verification 
and  cross-channel  attribution  intelligence  to  opti¬ 
mize  results  for  online  advertisers,  publishers  and 
ad  networks. 

Adometiy  CEO  Paul  Pellman  said  instead  of 
advertisers  looking  through  a  “thick  fog”  of  mas¬ 
sive  data  and  finding  opaque  results,  Adometiy 
provides  “crystal  clarity”  with  its  advanced  adver¬ 
tising  attribution  technology.  Currently,  Adometry 


>  Adometry's  Click  Forensics  dashboard  provides 
actionable  insights  for  both  upstream  and  downstream 
click  traffic  for  performance-based  ad  networks. 
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Adometry  Chief  Executive  Officer 


advertisers  need  to  understand  the  stream  of  events  that  lead  to 
that  conversion  instead  of  just  relying  on  that  last  click. 

In  2011,  ideeli,  an  online  shopping  website,  began  to  experi¬ 
ence  inconsistencies  with  last-click  measurement  results,  often 
resulting  in  data  that  failed  to  deliver  any  type  of  meaningful 
insights  concerning  campaign  p>erformance. 

By  using  Adometry,  the  company  set  out  to  increase  the 
number  of  new  member  sign-ups  and  engage  prior  customers  to 
increase  repeat  purchases.  Ideeli  was  able  to  immediately  map  a 
connection  between  display  and  search  campaigns.  Using  these 
insights,  ideeli  was  able  to  apply  optimization  recommendations 
over  a  period  of  three  months  to  reallocate  media  spend  to  top 
performing  placements  and  eliminated  all  inefficient  ad  place¬ 
ments.  The  result  was  a  14  p>ercent  reduction  in  cost-per-action 
while  still  maintaining  new  member  sign-ups  and  a  30  percent 
boost  in  repeat  purchases. 

EMBRnCING  THE  DIGITHL 
MHRKETPLRGE 

Moving  forward,  the  professionals  in  the  analytics  industry  see 
several  trends  for  publishers. 

Lipsman  of  comScore  said  digital  advertising  will  focus  more 
on  ad  viewability.  “Half  of  all  ads  are  not  seen  because  consum¬ 
ers  are  not  scrolling  down  the  page  or  waiting  for  the  ad  to  load.” 

He  said,  “Publishers  should  check  on  the  performance  of  a 
campaign  as  it  happens  and  see  where  the  ad  is  landing,  and 
change  the  campaign  if  the  ad  placement  is  not  working.” 

Adometiys  Pellman  said,  “As  more  money  shifts  to  digital,  the 
challenge  of  last-event  attribution  gets  worst.  More  media  is 
moving  to  digital  and  there  are  more  media  elements.  It’s  a  fact 
that  there  are  more  digital  channels  like  Facebook  and  mobile. 
Every  channel  will  want  to  take  credit  of  conversions,  but  at¬ 
tribution  will  solve  that  problem  for  advertisers.” 

Metamarkets’  Driscoll  said  he  sees  more  publishers  using 
programmatic  advertising,  which  relies  on  algorithms.  That  tells 
him  that  publishers  are  willing  to  experiment. 

“For  a  long  time,  publishers  have  allowed  a  third  party  to 
come  in.. .they  outsourced  their  digital  strategy,”  he  said.  “The 
pendulum  is  shifting,  and  now  publishers  are  taking  control 
of  how  they  manage  digital  in  order  to  take  control  of  their 
digital  destiny.”* 
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THE  GREEN  MILE 

Agfa  N94-VCF  plates  and  INX  inks  meet  environmental 
demands  while  maintaining  high  quality 


When  it  comes  to 
newspaper  pro¬ 
duction,  there  are 
quite  a  few  factors 
to  consider  when  choosing  the  right 
materials— from  the  inks  to  the  paper 
to  the  chemicals,  cost  is  always  a  main 
concern,  but  in  recent  years,  environ¬ 
mental  impact  has  played  a  role  in  that 
decision  as  well. 

There  are  two  areas  where  “green” 
can  make  a  huge  difference  in  the 
carbon  footprint  of  a  newspaper 
printer— the  inks  and  the  plate  processing.  Both  were 
traditionally  created  \vith  chemicals  that  were  harsh,  for 
both  the  people  using  them  and  the  environment.  And 
when  alternatives  first  hit  the  market,  there  was  a  trade 
off— environmentally  friendly  versus  either  higher  cost 
or  lower  quality,  or  both.  Today’s  products,  however, 
have  come  a  long  way. 

“In  the  case  of  standard  polymer  plate,  image  quality 
of  the  plate  is  the  same  [on  a  violet  chemfree  plate],” 
said  Don  Easley,  regional  manager.  Newspaper  Seg¬ 
ment,  North  America,  Agfa  Graphics.  “The  transition  is 
smooth,  and  no  extensive  operator  training  is  required. 
N94-VCF  looks  and  performs  the  same  on  press  as 
any  other  metal  offset  plate.  Advanced  electrochemical 
graining  and  anodizing  yield  the  reliability  and  robust¬ 
ness  needed  on  a  newspaper  press  and  the  durability 
required  to  produce  long  press  runs.  N94-VCF  combines 
fast,  accurate  and  wide-latitude  plate  exposure  with 
chemistry-free  processing,  while  ensuring  predictable, 
consistent  performance  on  press.” 


Agfa,  Easley  noted,  has  a  wide  range 
of  ptoducts  that  are  considered  green, 
but  the  N94-VCF  plate  is  one  of  the 
most  important  for  the  company.  “This 
plate  was  designed  with  the  objective 
to  be  a  green  product,”  he  noted.  “The 
coating  was  completely  redesigned, 
and  is  gum  processable.  This  means 
that  the  plate  is  gummed  with  a  pH 
neutral  gum  [rather  than  the  usual 
high  pH  developers].  This  VCF  [violet 
chemfree]  technology  has  following 
advantages:  30  percent  less  consump¬ 
tion  of  gurti  [versus  developer],  30  percent  longer  bath 
life  and  less  maintenance.” 

The  plates,  Easley  said,  can  hold  impressions  for  up  to 
200,000  impressions,  and  in  addition  to  the  neutral  ph 
gum,  it  is  also  chemistry-free,  requiring  no  developer  or 
replenisher. 

The  other  major  area  a  printer  can  “go  green”  is  with 
the  inks.  And  INX  is  one  of  the  manufacturers  pushing  a 
solution  that  hits  both  the  quality  and  cost  points,  as  well 
as  being  better  for  the  environment. 

“The  main  benefits  for  a  printer  replacing  conventional 
inks  with  a  green  product  such  as  the  INX  EcoTech  line, 
would  be  twofold,”  noted  Len  Stresinshe,  R&D  product 
manager,  INX  International  Ink  Co.  “With  the  reduc¬ 
tion  of  VOC  content  in  the  pressroom,  they  would  also 
be  running  products  that  are  less  harmful  to  the  environ¬ 
ment.  With  the  EcoTech  sheetfed  line,  the  higher  solids 
content  resulting  from  low  VOC  levels  may  contribute  to 
harder  drying  on  non-absorbent  types  of  substrates.  The 
EcoTech  heatset  inks  can  contribute  to  reduced  energy 


*  The  Agfa  N94-VCF  plate  was  designed 
with  the  objective  to  be  a  green  product. 
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>  Another  “green”  choice  is  mobiie,  which  uses  no  chemicais  at  aii.  With  the  strong  push  of 
mobiie  pubiishing  in  newspapers,  Agfa  Graphics’  Arkitex  Eversify  automates  the  deiivery  of 
content  to  tabiets  and  smartphones,  in  a  way  that  is  integrated  with  the  pubiishing  system. 


costs  in  many  cases  due  to  their  lower 
VOC  (Volatile  Organic  Compounds) 
level  that  would  result  in  lower  dryer 
temperatures  on  the  press  to  set  and 
dry  the  ink.” 

INX  focused  on  two  areas  when 
looking  to  make  its  ink  line  meet  the 
environmental  demands. 

“The  EcoTech  series  of  inks  are  for¬ 
mulated  to  have  low  VOC  levels,  and 
they  contain  a  high  percentage  of  ink 
ingredients  derived  from  Bio-Renew¬ 
able  or  sustainable  resources,”  said 
Stresinshe.  “In  typical  ink  formulas, 
the  VOC  content  is  composed  of  hy¬ 
drocarbon  based  solvents  which  are 
distilled  from  petroleum  based  ma¬ 
terials.  In  addition  to  the  petroleum 
hydrocarbon  solvents,  typical  ink 
formulas  may  also  contain  hard  res¬ 
ins  that  are  derived  from  petroleum 
based  feed  stocks.  With  EcoTech 
inks,  these  solvents  are  replaced  with 
vegetable  oils  and  vegetable  based 
esters.  Some  of  the  most  common 
types  of  vegetable  oils  used  to  replace 
hydrocarbon  solvents  are  soy  oil  and 
linseed  oil.” 

Stresinshe  went  on  to  note  that  on 
the  heatset  ink  side,  while  the  process 
requires  there  be  some  hydrocarbon- 


based  solvent,  they  were  able  to  re¬ 
duce  VOC  levels  from  a  typical  35-45 
percent  to  less  than  30  percent. 

Both  Stresinshe  and  Easley  both 
stressed  that,  with  today’s  products, 
printers  will  see  no  quality  difference, 
eliminating  that  barrier  to  entry. 

There  are  more  than  520  million 
newspapers  produced  worldwide  every 
day,  and  while  the  run  lengths  might 
be  getting  shorter,  the  need  to  find 
ways  to  reduce  the  environmental  im¬ 
pact  while  maximizing  profits  remains 
high  on  the  priority  list.  “Quality 
newspapers  are  still  being  produced, 
albeit  in  smaller  numbers,”  said  Jim 
Wegemer,  dir^or  of  national  ac¬ 
counts,  INX  International  Ink  Co. 

And  while  many  of  those  news¬ 
papers  are  looking  at  mixing  in 
alternative  delivery  methods  to  help 
achieve  that,  finding  ways  to  be  more 
economical  and  environmentally 
friendly  are  just  as  important  to  the 
bottom  line.  Solutions  like  the  plates 
from  Agfa  and  the  inks  from  INX 
offer  newspaper  printers  a  choice 
that  doesn’t  require  them  to  trade  off 
on  quality  or  costs,  making  them,  in¬ 
creasingly,  the  choice  many  of  those 
printers  can’t  afford  not  to  make.  ■ 


2013  RATIOS 
SHOW  PRINTING 
INDUSTRY 
PRoms 
INCREASING 

North  American  printers 
are  learning  to  improve 
their  profitability  even 
as  top-line  challenges  in  sales 
remain.  Printers  participating 
in  this  years’  Printing  Indus¬ 
tries  of  America  (PIA)  Ratios 
Survey  attained  average  profit 
rates  of  2.7  percent  on  sales-up 
from  1.8  percent  last  year.  This 
is  the  highest  level  in  the  past 
six  years,  but  it  is.  still  not  back 
to  the  pre-recession  level  of  3.1 
percent  in  2008. 

Profit  leaders-printers  in  the 
top  25  percent  of  profitability- 
saw  profits  increase  slightly 
to  9.9  percent  compared  to  9.6 
percent  last  year.  This  rate  of 
profit  brings  profit  leaders  to 
their  highest  level  since  before 
the  recession  in  2007. 

According  to  the  2013  survey 
results,  materials  accounted  for 
the  largest  single  cost  category 
for  the  typical  printer-approxi- 
mately  36  percent  of  sales.  Total 
materials  expenses  increased 
slightly  in  2013  from  their  previ¬ 
ous  level  of  35.5  percent  in  2012. 
Paper  alone  consumed  more 
than  one-in-five  sales  doUars 
last  year.  Other  major  costs 
incurred  by  printers  last  year 
included  factory  payroll  (24,6 
percent  of  sales)  down  from 
24.8  percent  in  2012,  factory 
expenses  (16.9  percent  of  sales) 
down  from  17.6  percent  in  2012, 
and  administrative  and  selling 
expenses  (19.3  percent  of  sales) 
down  from  19.6  percent  in  2012. 
Sales  per  employee  for  all 
printers  stood  at  $155348.  Profit 
leaders’  sales  per  employee  were 
significantly  higher  at  $171 
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LAYAR  SEES  TANGIBLE  RESULTS 
WITH  INTERACTIVE  PRINT 


Layar,  a  leading  augmented 
reality  and  interactive 
print  platform,  has  seen 
continued  growth  in  the 
adoption  of  its  interactive  print 
technology  among  publishers  and 
marketers,  producing  tangible  and 
unprecedented  results. 

Following  the  launch  of  the  self- 
service  Layar  Creator  in  June  of 
last  year,  Layar  has  seen  promising 
month-over-month  growth.  Over 
55,000  publishers  currently  use  the 
do-it-yourself  platform  to  add  interac¬ 
tive  digital  content  to  printed  pages. 
More  than  200,000  interactive  pages 
have  already  been  published. 

End-users  are  engaging  with  Layar  as 
well.  The  Layar  App  continues  to  see 
more  than  1  million  downloads  each 
month,  and  campaign  engagement 
has  reached  as  high  as  45  percent 
among  readers.  Of  those  that  use 
Layar  to  scan  a  print  page,  an  aston¬ 
ishing  87  percent  interact  with  the 
content  on  that  page. 

These  figures  allow  Layar  to  draw 
several  conclusions  about  today’s 
AR  market: 

Users  are  eager  to  experience  AR 
with  the  high  number  of  downloads  of 
the  Layar  App. 

High  click-through  rates  suggest 
customers  that  experience  AR  vsdll 
interact  with  it  on  a  much  deeper  level 
than  with  other  mediums. 

The  United  States  is  hungry  for  AR 
with  over  7  million  downloads  of  the 
Layar  App  and  the  partnering  of  several 
large  publishing  houses  with  Layar. 


While  many  are  wowed  by  flashy  3D 
exjjeriences,  the  simplicity  of  buttons 
and  videos  in  interactive  print  has 
proven  to  be  very  successful  at  provid¬ 
ing  tangible  results. 

“The  market  for  AR  and  interactive 
print  has  really  begun  to  develop  itself, 
and  it  is  clear  that  Layar  is  fueling 
the  ecosystem  at  the  vanguard  of 
this  development,”  said  Layar  CEO 
Quintin  Schevemels.  “In  the  next 
12  to  18  months,  we  expect  to  see 
further  acceleration  in  the  amount  of 
magazines,  newspapers,  brands  and 
industries  embracing  AR  and  making 
it  a  part  of  their  content  and  market¬ 
ing  strategies.  With  our  technology, 
products,  knowledge  and  expertise,  we 
believe  that  .ve  will  play  a  crucial  role 
in  this  growth.” 

Based  on  the  company’s  insights 
Layar  simultaneously  launched  a 
completely  redesigned  and  rebranded 
app,  logo  and  Web  site.  The  rede¬ 
signed  Layar  App  now  features  a 
sleek  design  and  new  features  that 
make  the  user  experience  easier  and 
more  friendly.  With  the  new  Recent 
Content  feature,  users  can  revisit  a 
list  of  previously  viewed  AR  content 
whenever  they  want. 

The  new  Layar  logo,  which  does 
away  vdth  the  previous  logo’s 
cloud  design,  is  cleaner  and  more 
recognizable.  And  a  completely 
redesigned  and  rethought  Web  site 
completes  the  launch,  creating  a 
one-stop  portal  for  information  on 
augmented  reality,  interactive  print 
and  Layar.  ■ 


MARKZWARE 
ANNOUNCES 
Q2ID  PLUGIN 
TO  CONVERT 
QUARKXPRESS 
K  TO  INDESIGN  CC 


Markzware  re¬ 
leased  Q2ID  for  InDe- 
sign  Creative  Cloud 
(CC)  Mac/Win,  an  InDesign 
plugin  which  supports  the 
.new  Adobe  InDesign  CC  ver¬ 
sion  for  the  Creative  Cloud. 
Markzware  Q2ID  can  con¬ 
vert  QuarkXPress  to  InDesign 
CC,  the  new  Adobe  InDesign 
Creative  Cloud  version.  Data 
conversion  is  enabled  with 
a  single  click  and  re-creates 
QuarkXPress  QXP  content 
within  a  new  InDesign  CC 
document.  The  Q2ID  Adobe  CC 
plugin  will  convert  QuarkX¬ 
Press  to  InDesign  CC, 
including  such  items  as  page 
positioning,  fonts,  styles, 
images,  text  attributes,  tableSj 
layers,  blends,  runarounds, 
linked  text  boxes,  anchored 
boxes.  Pantone  colors  and 
color  models. 

The  plugin  is  available  for 
Mac  or  Windows,  sold  as 
a  1-year  bundle  subscrip¬ 
tion  model  at  the  onlineQ2ID 
Store  for  Macintosh  and  at  the 
Q21D  Store  for  Windows.  The 
price  of  a  1-year  subscription 
is  $199,  and  includes  any 
upgrades,  updates  and  bug 
fixes  that  occur  within  that 
time  frame.  In  addition,  it 
includes  access  to  Q21D  for 
InDesign  CS6  Mac  and  Win, 
Q2ID  for  InDesign  CSS. 5  Mac 
and  Win  and  Q2ID  for  InDesign 
CSS  Mac  and  Win. 
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I2D0O  SHOWCASES 
COMCOLOR  XI  SERIES 
PRINTERS  AT  PRINT  13 


RISO  Inc.  put  the  new  ComColor  XI  Se¬ 
ries  high-speed,  fiill-color  inkjet  printers 
center  stage  at  Print  13  in  Chicago  last  month. 

A  cadre  of  optional  production  accessories  that 
make  for  a  number  of  configurations  ideal  for  any  print¬ 
ing  operation  further  supports  the  ComColor  XI  Series. 
RISO  exhibited  five  different  ComColor  Xl  high-produc¬ 
tion  solutions  in  its  booth. 

“While  the  speed  and  quality  of  the  ComColor  Xl  Series 
make  these  printers  stand  out,  it’s  the  production  ac¬ 
cessories  we’ve  specifically  engineered  for  each  system 
that  offers  the  most  value  add  and  ROI,”  noted  Richard 
Mattina,  national  director  of  marketing  &  business  de¬ 
velopment,  RISO.  “From  feeding  to  finishing,  the  RISO 
ComColor  accessories  enable  each  production  man¬ 
ager  to  tailor  our  offerings  to  their  unique  and  specific 
manufacturing  needs.  Each  tool  is  designed  to  automate, 
accelerate,  and  simplify  production  tasks  to  ensure  jobs 
flow  to  plan.” 

The  RISO  ComColor  Accessories  elevate  the  printers 
from  digital  presses  to  near-complete  production  depart¬ 
ments.  From  paper  feeding,  stapling,  punching  and  bind¬ 
ing,  to  multi-fimctioning  finishing,  each  is  engineered  to 
minimize  direct  labor  costs  while  maximizing  productiv¬ 
ity.  These  new  optional  production  accessories  include: 

High  Capacity  Feeder:  The  feeder  ensures  uninterrupt¬ 
ed,  unattended,  high-volume  print  runs  without  frequent 
pauses  for  paper  reloads. 

High  Capacity  Stacker:  This  option  allows  stacking  of 
larger  output  volumes,  and  the  stacker  cart  neatly  and 
easily  transports  finished  prints. 

Compact  Stapling  and  Offset  Stacking:  The  Face  Down 
Offset  Stapler  complies  with  the  print  speed  of  150 
sheets  per  minute.  This  option  is  exclusively  for  offset 
stacking  and  stapling  printed  output. 

Multifunction  Finisher  II:  This  finishing  option  offers 
stapling  of  up  to  100  sheets,  hole  punching  in  various 
international  formats,  inward  and  outward  folding,  and 
a  feature  for  booklet  making  which  can  automate  saddle 
stitch  stapling  of  up  to  60  pages  or  15  sheets. 

Scanner  HS5000:  Combined  with  the  auto  feeder,  users 
can  automate  scanning  of  double-sided  originals  of  up  to 
100  sheets  of  paper  at  a  time.  Documents  can  be  quickly 
copied,  scanned  and  stored  in  PDF,  TIFF,  and  JPEG 
formats  for  archiving  and  job  management. 

RISO  offers  five  printers  in  the  Xl  Series  for  vaiying 


in-house  production  needs.  Each  is  engineered  to  meet 
specific  format,  throughput,  and  production  require¬ 
ments.  The  ComColor  Xl  Series  printer  “50”  models 
offer  multiple  paper  trays  for  varying  output  needs  on 
the  fly: 

ComColor  9150:  Offers  the  highest  level  of  cut-sheet 
throughput,  capable  of  full-color  printing  of  150  ppm  or 
1,000  full-color  A4/letter  long-edge  feed  simplex  pages 
in  6.5  minutes.  This  high-speed  printer  outputs  in  sizes 
up  to  A3/  Ledger  format. 

ComColor  7110/7150:  Delivers  full-color. high-speed  print¬ 
ing  of  120  ppm  or  1,000  fiill-color  A4/letter  long-edge  feed 
simplex  pages  in  8.3  minutes.  This  printer  is  also  compat¬ 
ible  with  output  in  sizes  up  to  A3/  Ledger  formats. 

ComColor  3110/3150:  Engineered  for  small  conventional 
print  environments  requiring  A4/  Legal  formatted  output, 
these  full-color  high-speed  printers  deliver  90  ppm.  ■ 


PRICE  IS  WHAT  YOU  PAY. 
VALUE  IS  WHAT  YOU  GET. 


Pacesetter  2012  Modern  Neutral  Fountain  Solution  for  Cold  Set  Printing 


I  Formulated  to  reduce  waste  and  lower  costs 
I  Synthetic  gums  improve  restarts;  saving  ink,  paper,  water  and  time 
I  Performance  enhancing  surfactants  dramatically  reduce  water  and  ink  settings, 
a  benefit  when  utilizing  modem  day  inks  and  plates. 

I  Unique  chelating  agents  and  superior  lubricants  reduce  piling 
I  NoVOC'S 


C&W  Pressroom  Products:  Supplying  the  print 
industry  for  over  30  years 


Fountain  Solution 
LOWVOC  Blanket  Wash 
Anti-Piling  Additives 
Alcohol 
Ink 

Silicone 

All  Purpose  Cleaners 


Splicing  Tape 
Aerosols 
Plates 

Blanket  Wash 
Anti-Stat  Additives 
Gum  Solutions 
Miscellaneous  Chemistry 


Contact  C&W  with  your  print  goals  and  our  staff  will  customize  a  fountain 
solution,  blanket  wash  or  silicone  that  suits  your  pressroom  needs. 


WWW.CWPRESSROOM.COM 
orders@cwpressropin.coni 

1 80  East  Union  Avenue,  East  Rutherford,  NJ  07073 
ph:  201 .933.4343  fax:  201 .933.501 6 
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Kodak 

Stream  Inkjet 
Technology 


ing,  Inkjet  Printing  Solutions,  Ko¬ 
dak.  “With  high-speed  inline  digital 
printing  solutions,  Kodak  is  helping 
newspaper  publishers  shift  from  a 
paper-dep)endent  retail  model  to  one 
of  blended  print  and  digital  content 
via  subscriptions.”  To  offset  decreasing 
subscription  and  print  advertising  rev¬ 
enues,  publishers  are  moving  expand¬ 
ed  content  online  and  selling  subscrip¬ 
tions  to  that  content.  Variable-data 
printing  allows  publishers  to  promote 
the  online  content  and  provide  a  vari¬ 
ety  of  incentives  for  readers  to  engage 
with  both  platforms. 

Beginning  in  August,  readers  of  The 
Sun  could  collect  special  codes 
printed  on  papers  daily  using  the 
PROSPER  S30.  These  unique  printed 
codes  unlock  one  month’s  worth  of 
access  to  The  Sun’s  digital  content. 
This  program  began  just  as  the 


popular  soccer  season  kicked  off,  and 
online  content  included  enhanced 
soccer  coverage,  such  as  near-live 
videos  of  every  Barclays  Premier 
League  goal  on  the  go— hours  before 
televised  soccer  round-up  programs 
started.  Moving  forward,  readers 
can  collect  five  codes  each  week  for 
continuous  access  to  The  Sun’s  digital 
content  and  perks. 

Sun  editor  David  Dinsmore  said, 
“The  strong  bond  between  The 
Sun  and  its  millions  of  customers 
is  behind  its  enduring  success  over 
many  decades.  However,  we  are 
never  complacent  and  continue 
striving  to  deliver  greater  choice  and 
value,  which  is  why  we’ve  invested 
millions  in  this  solution  to  ensure 
every  one  of  our  loyal  readers  can  get 
their  hands  on  the  huge  benefits  of 
Sun+  membership.”  ■ 


News  UK  (formerly  News 
International)  installed 
a  new  KODAK  PROSPER 
S30  Imprinting  System, 
bringing  the  total  to  22  PROSPER 
S30s  installed  by  the  British  news¬ 
paper  publisher,  a  wholly  owned 
subsidiary  of  News  Corp. 

The  current  publisher  of  The  Times, 
The  Sunday  Times  and  The  Sun 
mounted  the  high-speed  digital 
printing  heads  inline  on  its  offset 
presses,  located  at  three  UK  print 
sites  in  Broxbourne,  Knowsley  and 
Eurocentral,  while  others  have  been 
placed  on  presses  at  contract  sites  in 
Kells  (Ireland)  and  Belfast. 
“Newspapers  all  around  the  world 
are  facing  changing  business  models 
as  readers  increasingly  look  online  for 
the  latest  news  and  content,”  noted 
Will  Mansfield,  director  of  market¬ 


,  t  Print  13,  Frisco  invited  printers  to  learn  about  the 

components  of  its  “Go  Green  with  Prisco”  solu- 
A  Jbtions  for  reducing  environmental  impact. 

One  solution  was  the  FloClear  systems  for  fountain  solu¬ 
tion  recycling.  The  FloQear  technology,  winner  of  the  PIA/ 
GATF  Intertech  Award,  is  a  process  for  recycling  fountain 
solutions  used  at  printing  plants  across  the  globe.  Foun¬ 
tain  solution  life  is  extended  and  its  clarity  maintained  for 
months  of  press  operation.  The  FloQear  HS  was  on  display 
at  the  booth. 

The  PriscoTech  WaterMizer,  also  on  display,  permits  re¬ 
cycling  and  reuse  of  plate  processor  wash  water  that  used 
to  go  down  the  drain.  The  system  has  the  added  benefits  of 


allowing  a  plate  processor  to  be  installed  without  having 
to  move  drain  lines  and  permits  the  use  of  “process  water' 
to  wash  plates,  thereby  improving  plate  quality.  And  the 
PriscoTech  SolvKlene  n  Solvent  Recycling  Systerhs  allow 
users  to  cut  solvent  consumption,  reduce  VOC  emissions, 
waste  hauling  costs  and  overall  operating  costs.  All  these 
benefits  are  achieved  while  reducing  the  overall  negative 
impact  on  the  environment. 

To  round  out  the  Print  13  offering  for  sustainable  pro¬ 
duction,  Prisco  displayed  its  complete  range  of  low-  and 
no-VOC  fountain  concentrates,  low- VOC  solvents,  ultra- 
low  VOC  aqueous  coatings,  energy-curable  coatings  and 
PREPAC  products. 
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Available  in  print  and 
online  database  formats 


Jhe  Most  Comprehensive 
Resource  of  NewspoperMailctfB^ 


Book  1 : 

•  Dailies  throughout  the  world 

•  U.S.  and  Canadian  daily  newspaper  groups 

•  Syndicates  and  news  services 

•  Equipment/lnteractive  products  and  service^ 

•  Associations  and  trade  organizations 


Bonus  Section 

- 137  pages  of  “Who’s  Where”  Contact  Information 


This  powerful  directory  is  your  connection  to 
key  decision-makers  in  the  newspaper  industry. 

This  directory  details  contact  information 
personnel,  circulation,  advertising  rates, 
mechanical  specifications,  commodity 
consumption,  and  equipment. 


Book  2: 

•  Community  weeklies,  ethnic,  specialty  and 
free  publications 

•  Community  shoppers  and  TMC  publications 

•  Publication  appraisers  and  brokers 

•  State  and  national  newspaper  representatives 

•  Alternative  delivery  services 

•  College  and  university  newspapers 

•  Journalism  schools 

Bonus  Section 

- 133  pages  of  “Who’s  Where”  Contact  Information 


Order  Toll  Free:  (888)  732-7323 

(949)  660-6150  (outside  U.S.) 

8:30  a.m.  -  5  p.m.,  M-F  (PT) 

Order  Online: 

Print  version: 

editorandpublisher.com/printdatabook 
Online  database: 
editorandpublisher.com/databook 
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Publishers  Circulation 
Fulfillment,  Inc.  (PCF) 

Contact:  Sales 
Phone:  1-877-723-6668 
e-mail:  sales@pcfcorp.com 
Website:  www.pcfcorp.com 


Who  We  Are 

For  over  25  years,  PCF  has  been  the 
proven  leader  in  all  operational  aspects 
of  print  distribution  for  some  of  the 
country's  major  newspapers.  As  one  of 
the  largest  home  delivery  and  distribu¬ 
tion  service  providers  in  the  United 
States,  PCF  helps  publications  of  all 
sizes  reduce  costs,  expand  or  maintain 
their  delivery  footprint,  and  stabilize 
service  to  improve  subscriber  retention. 
With  PCF  as  a  partner,  publishers  can 
offload  daily  operational  headaches, 
and  refocus  resources  on  managing 
results  and  pursuing  growth. 


Beyond  Delivery  Services,  PCF  now 
offers  Technology  an6  Consulting 
Solutions  to  distribution  operations 
anywhere  in  the  country.  From  problem 
solving  to  best  practices,  PCF  has  the 
unrivaled  depth  of  knowledge  and 
expertise  needed  to  successfully 
support  print  distribution  operations  in 
today's  ever  changing  landscape. 


Benefits  to  a  Newspaper 

PCF  offers  a  broad  range  of  services  and  solutions  to  support  growth  and 
operational  efficiency. 


Delivery  Services  include  a  range  of  scalable,  affordable  delivery  options,  serving  a 
wide  range  of  printed  media  -  including  dailies,  weeklies,  newspapers,  magazines, 
free  publications,  Sunday  Select  and  more.  PCF  serves  more  delivery  options  than 
ever,  including  single  copy  and  bulk,  total  market  coverage,  select  market  coverage, 
zoned  delivery,  and  of  course,  traditional  home  delivery. 


Technology  Solutions  helps  you  minimize  expenses  and  maximize  revenue  through 
quick  and  easy  multi-pub  route  management,  contractor  management  and  delivery 
verification  -  available  anywhere  in  the  country  through  a  cloud-based  environment. 


Consulting  Solutions  provide  the  analyses  and  strategies  needed  for  profitable, 
sustainable  print  distribution  operations. 


These  affordable  solutions  are  designed  to  help  publishers  quickly  and  efficiently 
meet  their  on-going  distribution  needs,  while  opening  the  door  for  additional 
revenueopportunities. 

Call  1 -877-PCF-6668  to  find  out  more  or  visit  us  at  www.pcfcorp.com 


Testimonial 

One  of  our  Technology  Solutions  clients  had  this  to  say  about  our  services: 

"PCF  Technology  Solutions  provide  a  comprehensive  distribution  system  that 
aggregates,  organizes  and  harmonizes  all  of  our  data  from  any  location,  saving  us 
countless  hours.  With  PCF,  we  have  consolidated  information  at  all  of  our  locations 
from  a  single  web  site  and  easily  get  accurate  information  to  the  correct  distribution 
center  and  contractor. 


The  application's  route  management  tools  also  provide  effective  and  efficient  ways  for 
us  to  manage  our  routes  and  react  to  day  to  day  challenges  quickly,  accurately,  and 
with  minimal  effort. 


Since  utilizing  PCF's  Technology  Solution  we  are  currently  using  about  one-fourth  the 
paper  that  we  had  previously  used  when  printing  delivery  lists  from  multiple  Circulation 
systems. 


Finally,  it  has  been  easy  to  work  with  the  PCF  team.  They  listened  tops  and  helped 
resolve  any  issue  we  had  when  migrating  to  their  new  system.  We  believe  they  have 
become  an  extended  part  of  our  team  and  they  are  a  welcome  addition." 

Jennifer  Thaine,  Senior  Assistant  Manager  of  RSI. 

Success  Story 

Total  Market  Coverage  Delivery:  "As  we  looked  toward  alternate  delivery  of  our  direct 
mail  product,  it  became  obvious  PCF  was  the  place  to  go.  Leveraging  their  experience 
and  professional  approach  was,  in  my  opinion,  the  only  choice  to  make  this  successful. 
Now,  several  months  into  implementation,  those  values  have  proven  positive  and  we 
look  forward  to  further  expansion  of  our  partnership.” 

Richard  Massotta.Vice  President  of  Operations,  The  Boston  Globe 


i 

i 


SonOieni 


Southern  Lithoplate,  inc. 

P.O.Box  9400 
Wake  Forest,  NC  27588 

Contact: 

Steven  Mattingly 
Senior  Vice  President  of 
Sales  &  Marketing 
Phone;  800-638-7990 
Fax:919-554-0786 
Email:  SMattingly@slp.com 
Website:  www.slp.com 

Who  We  Are 

Southern  Lithoplate,  Inc.  is  the  pre¬ 
ferred  provider  of  digital  lithoplates, 
prepress  and  pressroom  service/support, 
with  the  full  spectrum  of  prepress  and 
pressroom  technologies  for  newspaper 
and  commercial  publishing.  Head¬ 
quartered  in  North  Carolina  with 
manufacturing  plants  in  North  Carolina 
and  Michigan,  Southern  Lithoplate  is  a 
steadily  growing,  privately  held, 
American-owned  company.  We  offer 
high-quality  printing  plates  that  are 
compatible  with  thermal  and  violet 
computer-to-plate  (CtP)  platesetters. 
Southern  Lithoplate  innovation  boosts 
print  profitability  today  and  into  the 
future. 


Benefits  to  a  NewsfMiper 

No  matter  what  kind  or  volume  of  offset  printing  you  prcxiuce,  our  customized 
solutions  can  lift  your  operation's  profits.The  best  technology,  performance  and 
service  allow  you  to  enhance  throughput,  increase  ad  revenue  and  generate  more 
commercial  work.  Proven  Replica  HSV  and  Replica  HSV  ECO  LVC  violet  plates  and 
market  share-leading  Viper  830®  and  Viper  830 TPX  thermal  plates  deliver 
commercial  quality  at  newspaper  prices.  Combining  best-in-class  digital  plates  with 
sophisticated  workflow  software,  CtP  devices  and  color  management  tcK>ls  gives  you 
new  ways  to  succeed. 

Why  Gmipanies  Qioose  Us 

Southern  Lithoplate  digital  plates  are  durable  and  long  lasting.They  exhibit  superb 
flexibility  and  control.  Your  presses  will  print  efficiently,  and  you'll  achieve  the  desired 
run  lengths. The  dot  structure  is  sharp  and  precise,  producing  clear,  crisp  images. 
Issues  with  banding  will  be  a  distant  memory.  Faster  makereadies,  shorter  time  to 
color  and  minimal  waste  will  add  up  to  pressroom  savings. 

How  We  Are  Dififereiit 

Southern  Lithoplate  is  the  only  digital  plate  company  operating  fully  integrated  and 
automated  high-speed  plate  manufacturing  lines  within  redundant  facilities.  In  the 
past  few  years,  we've  acquired  3M  and  Imation's,  Citiplate's  and  Konica  Minolta's 
manufacturing  assets  and  intellectual  property. Our  patent  portfolio, developed  • 
within  the  Southern  Lithoplate  organization,  encompasses  plate  coating,  graining 
and  manufacturing  technologies.  Expert  field  technical  expertise  and  24/7/365 
support  continue  to  earn  and  keep  customers' trust. 

Our  Strategic  Alliance  partnerships  with  pioneers  in  CtP,  workflow  systems,  color 
and  ink  management  solutions  and  notch-bend  equipment  achieve  unprecedented 
results. Together,  we  provide  easy-to-implement  solutions  and  a  depth  of  service  that 
can't  be  duplicated.The  Strategic  Alliance  partners' sales  and  business  development 
expertise  help  your  sales  teams  attain  their  goals. 

Testimonial/Cuirent  Gients 

"Our  newspaper  and  commercial  customers  have  high  quality  expectations,  and 
Southern  Lithoplate  works  with  us  to  achieve  our  goals," said  Steve  I nfinger,  director 
of  operations  at  The  Villages  (Fla.)  Daily  Sun.  Specializing  in  four-color,  spot-color  and 
black-and-white  printing  of  minitabs,  tabloids  and  broadsheets,  the  Daily  Sun 
produces  award-winning  quality  using  Viper  830  plates."We  have  great  confidence 
in  the  consistency  of  their  products  and  the  reliability  of  their  technical  support. 
Proper  dot  gain  is  a  big  part  of  maintaining  good  reproduction.  Southern  Lithoplate 
has  helped  ensure  that  the  dot  gain  is  correct  for  our  plates.  If  we  have  any  questions 
or  problems,  the  service  response  is  quick  and  helpful." 
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Alliance  for  Audited 
Media 


Benefits 

As  a  collaborative  organization,  AAM  provides  credible,  independently  verified  informa¬ 
tion  that  is  essential  to  the  media  buying  and  selling  process.  AAM's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  new  Media  Intelligence 
Center  provides  a  better  understanding  of  the  local  market  with  reliable  data.  AAM's 
Consolidated  Media  Report  (CMR)  generates  a  comprehensive  view  across  multimedia 
products  for  newspapers.  Audience  Snapshot  allows  U.S.  daily  newspapers  to  incorporate 
the  world  of  print  and  online  readership  alongside  detailed  circulation  stats. The  Preprint 
Projection  Center  is  an  online  tool  that  helps  newspapers  streamline  preprint  quantities, 
zones,  dates  and  distributiori  90  days  in  advance  of  the  distribution  date,  updating  pro¬ 
jected  circulation  data  monthly  from  a  secure,  confidential  centralized  location. 


Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kristina.Meinig@auditedmedia.com 

Website: 

auditedmedia.com 


Testimonial 

Media  buyers  are  voicing  their  support  for  AAM's  CMR.  Chris 
Cope,  founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  the 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 
"It's  valuable  to  see  multiple  channels  in  a  single  document  so  we 
have  a  comprehensive  picture  of  what  we're  evaluating,"  Cope 
said."We  can  also  see  where  one  medium  can  complement  and 
enhance  the  effectiveness  of  another. This  (the  CMR)  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 


Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertiser  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
crdible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 


Chris  Cope,  CEO  of  ACGMedia  and 
chairman  of  the  AAM  Newspaper 
Buyers'  Advisory  Committee 


Success  Story 

AAM  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region- 
Wide  Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  news¬ 
papers  affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of 
platforms  attached  to  the  CRWN  name,  AAM's  CMR  proved  to  be  the  best  option  for 
displaying  the  company's  readership,  usage,  circulation,  and  net  combined  audience 
for  print,  web,  and  mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to 
really  communicate  the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice 
president  of  audience  development  at  Sun-Times  Media.  CRWN  presented  each  news¬ 
paper's  reach  in  terms  of  readership  through  various  self-created  graphics  that,  with 
the  help  of  AAM's  customizable  CMR,  clearly  displayed  these  statics  in  an  accurate  and 
comprehensible  manner. 


Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 
Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 
AAM  members,  the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 
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AutoConX  Systems’ 

3701  W.49th  St. 

Suite  200B 
Sioux  Falls,  SD  57106 

Contact:  Rob  Hage,  CEO 
Phone:  800-944-3276 

E-Mail: 

Rob@autoconx.com 
Website:  autoconx.com 

Who  We  Are 

AutoConX  is  a  robust,  yet 
affordable,  vertical  platform 
that  will  put  you  in  the 
driver's  seat  with  your  local 
dealers.The  entire  system  is 
designed  by  and  for  print 
publishers.  It  is  also  the 
dedicated  digital  platform  for 
its  parent  company:  Digital 
Community  Holdings,  Inc. 
(DCH.com) 


How  would  a  newspaper  benefit  from  your  product  or  service? 

As  print  publishers  ourselves  since  1 989,  who  have  gone  through  our  own  digital 
learning  curve  since  1997,  we  now  bring  this  digital  experience,  expertise,  and 
products  to  you  via  our  flagship:  AutoConX  platform.  We  understand  that  there  is 
no  universal  solution  to  your  vertical  needs.  We  can  assess  your  needs  and 
provide  you  with  a  customizable,  white-label  solution  to  fit  those  needs.  We  have 
a  time-tested  and  proven  business  model  that  can  generate  you  new  digital 
revenue  in  a  short  period  of  time.  Newspapers  can  also  be  assured  that  the 
AutoConx  platform  is  in  a  continuous  state  of  product  development  and 
improvement  with  its  award-winning  team. 

Success  Stories: 

With  hundreds  of  satisfied  customers, ‘AutoConX  won  the  Innovation  Award  in 
201 0  from  the  International  Classified  Media  Association,  an  organization 
comprised  of  publishers  from  29  countries. 

Testimonial: 

“k  number  of  years  ago  we  started  searching  for  a  digital  auto  solution  for  our 
newspapers.  That  search. ended  when  we  found  AutoConX. 

AutoConX  offers  a  fantastic  array  of  products  and  their  service  and  support  is 
second  to  none.  We  use  their  auto  vertical  and  a  number  of  other  products  and  are 
again  a  viable  advertising  choice  for  our  automotive  dealers. 

AutoConX  is  simply  the  best  vendor  we  have  used  for  our  business,  period." 


Joe  Mathes,Vice  President 

Delta  Publications,  Inc. 


Llbercus 

E.  Viddal  &  Associates 
Website:  www.libercus.com 
E-mail:  info@libercus.com 


Who  We  Are 

Libercus  was  built  to  address  the  specific  challenges  fac¬ 
ing  the  media  business.  With  our  innovative  implemen¬ 
tation,  support,  and  consumption-based  pricing  models, 
we  WILL  lead  the  industry  forward. 

How  would  a  newspaper  benefit  from  your 
product  or  service? 

Libercus  brings  web  sites,  print  products,  and  e-editions 
to  life. Generate  ad  revenue  through  profile-based  and 
geo-targeted  ads,  dynamic  and  searchable  electronic  in¬ 
serts,  and  video  with  pre-,mid-,and  post-roll  ads,  all  in 
the  context  of  an  electronic  newspaper  replica. 


Why  should  a  newspaper  choose 
your  solution? 

It's  time  to  leave  behind  the  old  ways  of  doing  things: 
complex  software,  separate  systems  for  different  pub¬ 
lishing  platforms,  expensive  on-site  infrastructure.  It's 
time  for  Libercus. 

What  differentiates  you  from 
your  competitors? 

Libercus  combines  the  digital  and  print  production 
process  into  one  cloud-based  system.  All  Libercus 
functions  are  accessible  through  a  web  browser,  re¬ 
ducing  hardware  costs  and  desktop  maintenance. 


Business  Directory 


CCI  Europe  Inc.  Phone:  +^  770  420  1 1 00 

3550  George  Busbee  E-mail:  info@ccieurope.com 
Parkway  NW  ‘  Website:  www.ccieurope.com 
Kennesaw,  GA  301 44 

Who  We  Are 

CCI  is  a  leading  provider  of  editorial  and  advertising  solu¬ 
tions  for  multimedia  news  environments.  Our 
products  are  the  most  robust  and  powerful  systems  in 
the  industry,  and  are  implemented  in  news  organizations 
across  five  continents. 

We  provide  the  platform  to  support  evolving  needs  of 
the  world's  largest  news  organizations,  and  scalable 
solutions  to  help  growing  media  brands  optimize  their 
business  strategies.  Constant  innovation  and  strong 
customer  commitment  remain  the  cornerstones  of  CCI's 
business  model. 


CCI  NewsCate 

What  differentiates  you  from 
your  competitors? 

CCI  offers  NewsGate,  which  is  a  media-neutral  edito¬ 
rial  Content  Management  System  in  the  sense  that 
you  use  the  same  set  of  tools  to  produce  stories  for 
print  and  digital  media.The  planning  processes,  the 
templates  and  the  workflows  are  the  same  type, 
whether  you  work  with  content  for  a  printed  paper,  a 
website,  mobile  or  tablet  product.  So  multiple  media 
means  new  and  different  ways  of  telling  a  story.  It 
does  not  mean  new  tools  to  master. 


NEWSCYCLE  Solutions 

Contact:  John  Pukas, VP,  Business  Relations 

Phone:  81 3.314.2732 

Fax:  81 3.314.241 5 

e-mail:  john.pukas@newscyclesolutions.conn 
Website:  www.newscyclesolutions.com 

Who  We  Are 

NEWSCYCLE  Solutions  was  created  by  the  combination  of  SAXOTECH  and 
Digital  Technology  International  (DTI),  the  leading  global  providers  of  enter¬ 
prise  software  solutions.The  combination  of  the  two  strong  companies  offers 
customers  access  to  an  unrivalled  pool  of  expertise  and  resources  and  the 
broadest  range  of  news  media  technology  solutions.  NEWSCYCLE  Solutions 
has  the  scale  and  ability  to  serve  publishers  across  all  geographies  with 
solutions  for  content,  advertising,  circulation  and  audience  relationship 
management.  The  company  has  offices  globally  and  is  the  trusted  technol¬ 
ogy  partner  of  more  than  3,000  media  customers  in  more  than  25  countries. 
NEWSCYCLE  Solutions  is  owned  by  Vista  Equity  Partners,  a  leading  private 
equity  firm  focused  on  long-term  value  creation  through  investments  in 
companies  with  best-in-class  software  products  and  technology-enabled 
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NEWSCYCLE 

SOLUTIONS 

Publishing  Made  Easier, 

More  Profitable  In  a  Digital  Age 

Benefits  to  a  Newspaper 

NEWSCYCLE  Solutions  offers  a  complete  product  suite  (NEWSCYCLE 
Digital,  NEWSCYCLE  Content,  NEWSCYCLE  Circulation,  NEWSaCLE 
Advertising  and  NEWSCYCLE  Content)  designed  specifically  for  the  media 
news  industry.  Whether  utilized  on-premises  or  through  the  cloud,  the 
company's  solutions  deliver  audience  engagement,  revenue  expansion, 
and  cost  performance  to  media  companies  across  the  globe  and  across  all 
media  channels.  NEWSCYCLE  Solutions  also  provides  a  full  line  of  profes¬ 
sional  services  designed  to  complement  our  suite  of  solutions.  From  im¬ 
plementation,  to  integration,  to  training  and  to  custom  development,  our 
professional  services  team  is  available  to  ensure  predictable  results,  timely 
project  completions  and  continued  support. 


ArchlvelnABo^^ 


Archive  In  A  Box  Website: 

Contact:  Mike  King  www.Archiv 

Phone:360-427-6300 
E-mail:  king@smalltownpapers.com 


Website: 

www.ArchivelnABox.com 


Who  We  Are 

ArchivelnABox^“  is  the  newspaper  scanning  service 
from  SmallTownPapers™.The  service  includes 
everything  —  shipping  &  logistics,  high  resolution 
scanning,  digital  copies,  hard  drives,  and  online 
hosting.  You  own  and  control  the  scans.  Work  on 
your  schedule  and  budget  with  no  contract 
commitment  -  it's  pay-as-you-go. 

How  would  a  newspaper  benefit  from 
your  product  or  service? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Digital  copies  preserve  your 
archive  and  make  them  accessible.  Contact  us  today. 


C&W  Pressroom  Products 
Phone:  201-933-4343  Fax:  201  -933-501 6 
E-mail:  orders@cwpressroom.com 
www.cwpressroom.com 

Who  We  Are 

C&W's  products  are  top-shelf,  so  are  the  intangibles.  By  hiring  and  training 
the  most  experienced  and  knowledgeable  employees  and  representatives, 
C&W  features  a  superior  staff.  Our  research  and  development  team  strives 
daily  to  develop  technically  advanced  formulations. 

A  new  facility  and  inaeased  capacity  allows  us  to  take  on  all  new  business. 

'  Our  manufacturing  team  has  the  ability  to  process  and  ship  most  emergency 
orders  in  24  hours.  Our  chemistry  is  designed  to  print  an  elite  product  mini¬ 
mize  waste  and  lower  maintenance  costs;  increasing  profits  for  your  company. 

Benefits  to  a  Newspaper 

C&W  is  committed  to  providing  newspapers  with  the  highest  quality  products 
available.  C&W  has  developed  into  a  one  stop  shop;  supplying  the  industry  with 
Fountain  Solution,  Silicone,  Blanket  Wash,  Ink,  Plates,  Aerosols,  Splicing  Tape,  Gum 
Solutions,  Additives  and  other  miscellaneous  chemistry  and  products. 

C&W's  fountain  solutions  are  formulated  to  lower  water  and  ink  settings ' 
ensuring  rapid  migration  of  fountain  solution  into  the  ink;  allowing  for  bster 
restarts,  quicker  dean-ups,  sharper  half-tones  and  brighter  colors. 
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NewsPeople 


By  Nu  Yang 

people@editorandpublisher.com 


Rick  Green  has 

been  promoted 
to  president 
and  publisher 
of  The  Des 
Moines  (Iowa) 
Register  and 
regional  presi¬ 
dent  of  U.S.  Conununity  Publishing 
Central  Group.  Green  had  been  vice 
president  and  editor  since  2011  and 
has  served  as  co-acting  publisher 
since  May.  Previously,  Green  was 
executive  editor  at  The  Desert 
Sun  in  Palm  Springs,  Calif.  Green 
has  also  worked  at  The  Cincinnati 
Enquirer,  the  Chillicothe  (Ohio) 
Gazette,  and  the  Coshocton  (Ohio) 
Tribune.  Green  succeeds  Laura 
Hollingsworth  as  publisher  in  Oes 
Moii.es.  Hollingsworth  is  USCP 
Central  Group  president. 


LoriBainum 

has  been 
named  adver¬ 
tising  and  sales 
director  with 
The  Washing¬ 
ton  Times.  She 
will  oversee  its 
advertising,  marketing  and  sales 
operations.  Bainum  previously 
founded  and  ran  her  own  execu¬ 
tive  coaching  service,  and  from 
1998  through  2009  oversaw  sales 
and  advertising  for  the  Tampa  Bay 
Times.  She  also  worked  for  13  years 
as  an  account  executive  for  the  St. 
Petersburg  Times. 


Chris  White 

has  been 
named  pub¬ 
lisher  of  the 
Times  Media 
Co.  in  Mun¬ 
ster,  Ind.  He 
succeeds  Bill 
Masterson  Jr.,  who  was  promoted  to 
vice  president  of  publishing  for  Lee 


Dave  Neill  has  been  named  president 
and  publisher  of  Asheville  (N.C.) 
Citizen-Times,  succeeding  Randy 
Hammer,  who  has  retired.  Neill  will 
also  serve  as  the  Gannett  East  Group’s 
regional  president  of  the  Carolinas,  over¬ 
seeing  the  Asheville  Citizen-Times  and 
the  Greenville  (S.C.)  News.  Previously, 
Neill  served  as  publisher  of  the  Naples 
(Fla.)  Daily  News  since  2010. 

Mark  Blum  has  been  named  publisher 
of  The  Press  of  Atlantic  City  in  New 
Jersey.  He  has  been  publisher  of  the 
Morning  News  in  Florence,  S.C.,  since 
December  2010.  Before  that,  Blum  had 
been  publisher  of  The  Sentinel  in  Carl¬ 
isle,  Pa.,  since  June  2004. 

Sue  Rosiek  has  been  named  general 
manager  and  executive  editor  of  the  Liv¬ 
ingston  County  (Mich.)  Daily  Press  Cji 
Argus  and  Livingstondaily.com.  She  suc¬ 
ceeds  Rich  Perlberg,  who  has  retired. 
Rosiek  is  publisher  and  executive  editor 
of  Observer  &  Eccentric  Media  and  will 
continue  to  oversee  the  13  O^E  subur¬ 
ban  Detroit  properties,  which  include 
the  Livonia  Observer  and  the  Birming¬ 
ham  Eccentric  and  Hometownlife.com. 
Rosiek  has  spent  more  than  25  years  in 
journalism  in  a  variety  of  reporting  and 
editing  roles. 

Mark  Russell  has  been  named  manag¬ 
ing  editor  of  The  Commercial  Appeal 
in  Memphis,  Tenn.  Most  recently,  he 
served  as  editor  of  the  Orlando  Senti¬ 
nel  from  2010-13.  Previously,  Russell 


served  as  its  managing  editor,  and  came 
to  Orlando  from  Cleveland’s  The  Plain 
Dealer,  where  he  was  business  edi¬ 
tor  and  metropolitan  editor/assistant 
managing  editor.  Before  that  he  served 
as  assistant  metro  editor  for  The  Boston 
Globe,  and  as  a  reporter  covered  a  range 
of  topics  for  The  Wall  Street  Journal  and 
The  Plain  Dealer. 

Jeff  Bairstow  has  left  his  position  as 
president  of  Digital  First  Media  to  as¬ 
sume  his  new  position  as  chief  financial 
officer  of  Time  Inc.  Bairstow  had  been 
with  the  company  since  2011.  Digital 
First  Media  owns  more  than  800  digital 
and  online  products  in  18  states,  includ¬ 
ing  Journal  Register  Co.,  MediaNews 
Group  and  Digital  First  Ventures. 

Joseph  Stinnett  has  been  named  editor 
of  The  Roanoke  (Va,.)  Times,  replacing 
Carole  Tarrant.  Most  recently,  Stinnett 
served  as  managing  editor  of  The  News 
Advance  in  Lynchburg,  Va.  since 
1995.  Caroline  Glickman,  Lynchburg’s 
city  editor,  will  replace  Stinnett.  Stinnett 
began  his  newspaper  career  in  1974  at 
the  Lynchburg  newspaper  as  a  reporter 
and  has  also  worked  as  a  copy  editor 
and  page  designer,  photographer,  night 
city  editor  and  city  editor.  He  is  a  past 
president  of  Virginia  Associated  Press 
Newspapers  and  is  currently  a  regional 
Freedom  of  Information  coordinator  for 
the  Virginia  Press  Association. 

Todd  Haskell  has  left  his  position  as 
group  vice  president  of  Eidvertising  for 
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NYTimes.com  to  serve  as  senior  vice 
president/chief  revenue  officer  of  Hearst 
Magazines  Digital  Media.  Haskell  had 
been  with  the  Times  since  2004. 

Diane  Aden  Hayes  has  been  named 
executive  editor  for  the  Visalia  (Ca¬ 
lif)  Times-Delta  and  Tulare  (Calif) 
Advance-Register.  She  was  previously 
managing  editor  at  The  Post-Tribune  in 
Merrillville,  Ind.  for  the  past  five  years. 
She  also  held  a  number  of  editor  posi¬ 
tions  at  The  Post-Tribune  since  she  be¬ 
gan  working  for  the  newspaper  in  1998. 

Andrew  Edgecliffe-Johnson  has  been 
appointed  U.S.  news  editor  with  the 
Financial  Times.  In  his  new  role,  he  will 
coordinate  the  FTs  daily  Americas  news 
coverage  globally.  In  his  16  years  at  the 
FT,  Edgecliffe-Johnson  has  been  deputy 
news  editor,  covered  mergers  and  acqui¬ 
sitions,  overseen  management  features 
and  written  for  the  Lex  column.  Since 
2005,  he  has  been  global  media  editor, 
leading  coverage  of  music,  entertain¬ 
ment,  digital  media,  marketing  and  big 
data.  He  succeeds  Gary  Silverman,  who 
will  remain  U.S.  deputy  managing  editor 
while  taking  on  the  new  position  of  U.S. 
national  editor. 

Gary  Suisman  has  retired  as  publisher 
of  the  Journal  and  Courier  in  Lafayette, 
Ind.  Suisman  stepped  down  from  a  30- 
year  career  with  Gannett  that  began  in 
Ithaca,  N.Y.,  where  he  directed  circula¬ 
tion.  From  there,  he  was  a  publisher 
a  publisher  in  Fort  Collins,  Colo.,  and 
then  Lansing,  Mich.,  before  settling  in 
Lafayette  in  2000. 

Hiram  E.  Jackson  has  been  elected  to 
the  board  of  directors  of  the  National 
Newspaper  Publisher  Association. 

He  has  served  as  CEO  of  Real  Times 
Media  since  2006  and  is  publisher  of 
the  Michigan  Chronicle.  Real  Times 
Media  is  a  multi-media  company  that 
includes  The  Chicago  Defender,  Pitts¬ 
burgh  Courier,  Atlanta  Daily  World, 


Memphis  Tri  State  Defender  and 
FrontPageDetroit.com. 

David  Lord  has  been  elected  to  the 
board  of  directors  of  Wick  Communica¬ 
tions  Co.  Lord  served  as  president  and 
CEO  of  Pioneer  Newspapers  from  1991 
through  2009  and  remains  a  director  of 
the  company.  He  has  served  as  a  board 
member  and  director  of  the  Associated 
Press,  is  chairman  and  past  president  of 
PAGE,  a  media  cooperative,  was  chair¬ 
man  and  past  president  of  the  Inland 
Press  Association  and  was  a  board 
member  and  director  of  the  Newspaper 
Association  of  America. 

Bill  Heirtzler,  Jr.  has  been  named  ad¬ 
vertising  director  of  The  Daily  Iberian 
in  New  Iberia,  La.  Heirtzler  has  worked 
for  newspapers  and  in  advertising 
for  more  than  30  years,  starting  with 
the  Clarion  Ledger/Jackson  News  in 
Jackson,  Miss.,  and  including  25  years 
at  The  Town  Talk  in  Alexandria,  La., 
working  for  McCormick  &  Co.,  Central 
Newspapers  and  then  Gannett  which 
each  owned  that  operation. 

Ann  Gerhart  has  been  named  senior 
editor-at-large  at  The  Washington  Post. 

In  her  new  role,  she  will  be  working  with 
writers  on  high-impact  stories  and  special 
projects  across  coverage  areas.  Gerhart 
previously  served  as  style  and  features 
editor  at  the  publication.  She  has  been 
with  the  publication  since  1995. 

Elizabeth  Kennedy  has  been  named 
South  Asia  news  director  at  The  As¬ 
sociated  Press,  based  in  New  Delhi. 

She  currently  serves  as  bureau  chief  of 
Lebanon  and  Syria  for  the  organiza¬ 
tion.  In  her  new  role,  Kennedy  will 
manage  AP’s  coverage  of  India,  Nepal, 
Bangladesh  and  Sri  Lanka,  as  well  as 
the  Maldives  and  Bhutan.  She  has  been 
with  the  AP  since  1999  and  served  all 
over  the  world,  including  New  York  and 
Nairobi,  before  taking  on  her  current 
role  in  2009. 


Enterprises  in  September  2012  and 
then  joined  Berkshire  Hathaway  in 
May.  White  most  recently  served  as 
the  regional  publisher  for  Gate- 
House  Media  Inc.  in  Ohio. 


Penni  Bar¬ 
ton  has 
-been  named 
publisher  of  A1 
Dia.  the  largest 
Spanish-lan- 
guage  news¬ 
paper  in  North 
Texcis.  As  head  of  Ai  Dia,  Barton  will 
be  responsible  for  overall  manage¬ 
ment  and  strategy  of  the  publica¬ 
tion’s  business  and  brand,  including 
editorial,  marketing,  circulation 
and  sales  (along  with  all  the  digital 
components  for  each  area).  Most  re¬ 
cently,  Barton  served  as  vice  presi¬ 
dent  and  group  account  director  at 
The  Integer  Group  in  Dallas,  where 
she  managed  both  general  market 
clients  and  Hispanic  clients. 


George  Spohr 

has  been  named 
executive  editor 
of  the  Times 
Leader  and  the 
lAfilkes-Barre 
(Pa)  Publish-  . 
ing  group  of 
community  papers.  Most  recently, 
he  served  as  executive  editor  of  The" 
Sentinel  in  Carlisle,  Pa  He  has  been  an 
executive  editor  for  the  Lee  Enterpris¬ 
es  chain  of  newspapers  for  the  past 
three  years.  He  previously  held  that 
title  at  The  World  in  Coos  Bay,  Ore. 

Mindy  Hutchison  has  resigned  as 
executive  director  of  the  National 
Press  Photographers  Association. 
Before  becoming  NPPA's  execu¬ 
tive  director  in  2010,  Hutchison  was 
the  organization’s  membership 
director.  She  joined  NPPA’s  staff  in 
September  2005. 


editorandpubllsher.com 


OCTOBER  2013  |  E*P  |  53 


NewsPeople 


Stuart  Leaven¬ 
worth  has  been 
named  Beijing 
bureau  chief  for 
McClatchy  News¬ 
papers.  Most  re¬ 
cently,  he  served  as  editorial  page 
editor  of  The  Sacramento  Bee.  He 
joined  The  Bee  in  1999  and  became 
editorial  page  editor  in  2009.  In  his 
new  role,  he  will  oversee  coverage 
of  China  for  The  Bee  and  other  Mc¬ 
Clatchy  newspapers.  Leavenworth, 
who  began  his  daily  newspaper 
career  in  Tokyo  in  the  mid-1980s, 
will  cover  stories  throughout  Asia 
for  McClatchy. 

Don  Nauss  has 

retired  as  managing 
editor  of  the  Detroit 
News.  Since  2007, 
Nauss  lead  the  day- 
to-day  leader  of 
editors  and  reporters  after  joining 
the  papei'in  1999  as  auto  editor.  He 
also  served  as  the  paper’s  busi¬ 
ness  editor  and  assistant  managing 
editor.  Before  coming  to  Detroit, 
he  worked  at  the  Record  in  Bergen 
County,  N.J.,  the  Philadelphia  Bul¬ 
letin,  the  Dallas  Times-Herald  and 
the  Los  Angeles  Times. 
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stew  Rieckman 

has  retired  as 
media  general 
manager/execu¬ 
tive  editor  for  the 
Oshkosh  (Wise.) 
Northwestern.  Rieckman  began 
his  career  with  The  Northwestern 
in  the  mail  room  in  1968.  He  was 
hired  as  a  sports  reporter  and  was 
named  sports  editor  in  1978  and 
city  editor  in  1980.  In  1991,  Rieck¬ 
man  was  named  managing  editor 
and  he  rose  to  executive  editor  in 
1998.  He  assumed  responsibilities 
of  general  manager  in  2009. 


Mickey  Hirten  has  departed  from  his  po¬ 
sition  as  executive  editor  of  the  Lansing 
{Ni\ch.)  State  Journal.  Previously,  he  has 
served  as  editor  of  the  Burlington  (Vt.) 
Free  Press,  senior  editor  at  the  Baltimore 
(Del.)  Evening  Sun,  at  the  Phoenix  (Ariz.) 
Gazette  and  at  the  Westchester  Rockland 
Newspapers  in  New  York. 

Terry  Taylor  will  retire  as  sports  editor 
for  the  Associated  Press,  effective  Nov. 
15.  Taylor  joined  the  AP  in  1977  and 
became  its  first  female  sports  editor  in 
1992.  John  Affleck,  who  joined  the  AP 
22  years  ago  and  for  the  past  year  served 
as  the  interim  deputy  sports  editor,  has 
left  his  position  to  become  the  Knight 
Chair  in  Sports  Journalism  and  Society 
at  Penn  State  University. 

Dennis  Roler  has  announced  his  retire¬ 
ment  as  editor  of  the  Grants  Pass  (Ore.) 
Daily  Courier  after  23  years.  Although 
his  departure  is  effective  immediately, 
he  will  remain  at  the  paper  through  the 
end  of  2013  as  editor  emeritus.  Roler’s 
replacement  is  city  editor  Kevin  Widdi- 
sbn.  In  addition,  Travis  Moore  has  been 
promoted  to  general  rnanager.  Moore 
sp)ent  the  past  three  years  as  the  paper’s 
marketing  director. 

David  Luhnow  has  been  named  Latin 
America  editor  for  Dow  Jones  News- 
wires  and  The  Wall  Street  Journal.  He 
will  be  based  in  Me.xico  City.  Luhnow 
has  been  Latin  American  bureau  chief 
for  the  Journal  since  2008  and  is 
overseeing  a  regional  editorial  staff  of  31 
across  Central  and  South  America. 

Andrea  Mathewson  has  retired  as 
Akron  (Ohio)  Beacon  Journal  publisher. 
She  became  the  paper’s  first  female 
publisher  in  2007.  She  has  worked  in  a 
variety  of  roles  and  departments,  start¬ 
ing  as  a  classified  phone  sales  represen¬ 
tative  and  working  in  advertising,  the 
mailroom  and  production  departments. 

Marshall  A.  Genger  has  been  named 
vice  president,  finance  of  the  News- 


1  paper  National  Network  LP,  a  private 
!  partnership  owned  by  25  of  the  largest 
j  U.S.  newspaper  companies  and  admin- 
i  istered  by  the  Newspaper  Association 
of  America  .  Genger  is  a  finance  indus¬ 
try  veteran  with  career  concentrations 
in  the  consumer  packaged  goods  and 
publishing  industries.  Most  recently, 
he  served  as  senior  vice  president,  chief 
financial  officer  at  Impremedia,  the  larg¬ 
est  Spanish  language  news  and  informa¬ 
tion  company  in  the  United  States. 

I 

:  Chris  Christian  has  been  named  vice 
!  president  of  Mather  Economics,  a  busi- 
i  ness  consultancy  specializing  in  applied 
I  economics.  Most  recently,  he  was  vice 
j  president  of  audience  and  marketing 
I  for  The  Kansas  City  Star  where  he  led 
j  efforts  to  grow  the  reach  of  all  print 
I  and  digital  products.  Christian  has  held 
I  corporate  or  market  leadership  positions 
I  with  Dow  Jones,  Gannett,  Knight  Rid- 
■  der  and  McClatchy  during  his  career. 

Linda  Stasi  has  joined  the  New  York 
I  Daily  News  as  a  columnist.  Stasi  is  a 
I  former  TV  critic  and  columnist  at  the 
:  New  York  Post  for  the  past  dozen  years, 
i  and  a  NYl  TV  commentator  and  novel- 
;  ist.  Her  column  will  appear  in  the  News 
i  Sunday  edition. 

:  The  Morning  News  in  Florence  S.C.  has 
:  named  Stephen  Wade  as  publisher  and 
Don  Kausler  Jr.  as  regional  editor.  Wade 
:  comes  to  Florence  from  Independence, 

;  Mo.,  where  he  worked  since  January  2012 
i  as  a  senior  group  publisher  for  Gatehouse 
I  Media.  He  replaces  Mark  Bliun,  who 
j  recently  was  named  the  publisher  of 
The  Press  in  Atlantic  City,  N  J.  Kausler 
\  is  a  former  editor  of  the  Anderson  (S.C.) 
i  Independent-Mail.  He  replaces  TUcker 
Mitchell,  who  left  eru’lier  this  year. 

j  Otis  Rayhon  has  retired  as  publisher 
I  of  the  Rome  (Ga.)  News-Tribune.  He 
I  became  publisher  in  May  2008.  Prior 
I  to  that,  he  served  as  vice  president  and 
j  chief  operating  officer  of  News  Publish- 
i  ing  Co.  since  1998. 
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How  the  Sun-Times  Performed 
a  Photographic  Self  Lobotomy 

By  Tony  Kelly 


Neuroscientists  have 
iong  been  aware  that 

the  human  hrain  has  a  left 
side  and  a  right  side,  each 
with  very  different  functions. 

They  learned  this  through  observ¬ 
ing  people  with  partial  lohotomies. 
These  were  persons  who  had,  acci¬ 
dentally  or  surgically,  lost  one  fron¬ 
tal  lohe  of  their  hrain.  It  was  found 
that  the  left  side  controls  numbers 
and  speech,  while  the  right  side  con¬ 
trols  visual  information  and  imagi¬ 
nation.  Thus,  numbers  people  in  the 
business  world  generally  value  the 
orderly  logic  of  their  employees’  left 
side  of  the  brain  over  the  visual  and 
what  they  might  see  as  more  trivial 
material  coming  from  the  right  side 
of  the  brain. 

Which  got  me  thinking  about  the 
self  lobotomy  the  Chicago  Sun-Times 
performed  when  it  laid  off  its  en¬ 
tire  28-person  full-time  photo  staff, 
including  a  Pulitzer  Prize  winner,  late 
last  spring. 

Early  on,  as  a  reporter  on  the 
35,000-circulation  Davenport 
(Iowa)  Times  in  the  pre-digital 
1950s,  I  began  to  realize  that  most 
of  my  editors  and  managers  were 
very  much  left  brainers.  All  of  them 
would  acknowledge  that  their  pages 
needed  a  picture  or  two  to  liven  up 
a  boring  gray  expanse  of  type.  But 
that  was  about  the  extent  of  their 
thought  given  to  the  value  of  jour¬ 
nalistic  photography. 

When  I  worked  at  the  Davenport 
Times,  there  was  just  one  profes¬ 
sional  photographer  on  staff.  To  cut 
costs,  all  reporters  were  expected 
to  keep  a  4  X  5  Speed  Graphic  press 


camera  in  the  trunk  of  their  car 
and  be  ready  to  shoot  a  photo,  if 
needed.  For  them,  the  process  was 
pretty  much  the  same  as  it  is  for  cell 
phone  shooters  now,  except  back 
then  you  would  probably  only  take 
two  shots  since  the  camera  held  just 
two  4x5  sheets  of  film  at  a  time.  For 
any  big  news  coverage,  like  fires  or 
social  events  hosted  by  the  wives  of 
important  advertisers,  our  profes¬ 
sional  photographer  was  sent  to  the 
job.  As  a  fledgling  reporter,  on  my 
second  day  on  the  job  I  was  given  a 
20-minute  crash  course  in  the  use  of 
the  Speed  Graphic  camera. 

At  that  time,  journalism  schools, 
and  academic  institutions  in  general, 
emphasized  written  and  numeri¬ 
cal  information  in  their  curriculum. 
^Hien  my  family  moved  to  Evanston, 
Ill.  in  1970,  we  settled  in  a  neigh¬ 
borhood  adjacent  to  Northwestern 
University  and  its  acclaimed  Medill 
School  of  Journalism. 

By  that  time,  I  had  received  more 
than  a  dozen  photojournalism  awards 
and  was  shooting  regularly  for  UPI 
and  national  magazines.  I  shot  a 
cover  stoiy  for  the  Sun-Times  maga¬ 
zine  section. 

Reading  Medill  literature,  I  was 
shocked  to  learn  that  what  passed 
for  a  course  in  photojournalism  was 
learning  to  dunk  film  in  chemicals 
at  a  local  commercial  portrait  stu¬ 
dio.  (I  later  taught  visual  journalism 
at  the  school). 

Of  course,  everyone  in  the  news¬ 
paper  business  knew  that  a  picture 
of  a  bloody  bullet-riddled  body  or 
a  gorgeous  female  celebrity  on  the 
front  page  would  sell  papers.  But 


that  kind  of  stuff,  used  mostly  by 
tabloids,  was  looked  down  upon  as 
“yellow  journalism.” 

The  fact  is  that  some  reporting, 
like  cell  phone  photography,  can  be 
done  so  simply,  a  school  kid  can  do 
it.  Still,  in-depth  stories  and  serious 
photography  projects  take  meticulous 
planning  and  intense  concentration, 
sometimes  days  of  it.  Other  times, 
there  are  only  seconds  or  minutes 
available  for  planning  and  exection. 

For  one  person  to  do  both  word  and 
visual  planning  well,  especially  under 
tight  deadline  pressure,  is  impossible. 
Never  mind  that  one  person  is  rarely 
gifted  in  both  areas. 

Over  the  years,  as  a  photojoumalist, 

I  had  the  privilege  of  accompanying 
some  crack  reporters.  That  combina¬ 
tion  is  a  journalism  marriage  made 
in  heaven.  We  aided  and  abetted 
each  other’s  craft.  I  would  often 
observe  things  that  would  help  open 
my  partner’s  written  story,  while  in 
the  course  of  an  interview  he  or  she 
might  learn  about  photo  opportuni¬ 
ties  and  bring  it  to  my  attention. 

It  has  been  reported  that  one  of  the 
reasons  behind  the  mass  layoffs  at  the 
Sun-Times  was  a  need  to  move  to¬ 
ward  more  video  coverage.  Of  course 
the  cameras  carried  by  today’s  photo 
staffs  all  have  video  capacity. 

To  complete  its  right-lobe  brain 
surgery,  the  Sun-Times  didn’t  stop  at 
the  photographers,  but  also  got  rid 
of  its  second  line  of  visual  staffers— 
photo  editors. 

Now  it  only  remains  for  the  public, 
advertisers,  stockholders  and  the 
world  of  journalism  as  a  whole  to 
watch  and  analyze  a  self-lobotomized 
newspaper  in  operation.  ■ 

I  Tony  Kelly  is  a  freelance 

I  journalist  He  can  he  reached 
I  at  tonykelly2000@gmail.com. 
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